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A  hit  of  the  50's,  60's, 
70's,  80's,  90's 


Over  the  years,  Cerumol  has  been 
working  to  help  millions  of  people 
who  suffer  from  the  problem  of 
hardened  ear  wax. 

Cerumol  works  effectively  by 
softening  and  loosening  ear  wax, 
making  syringing  easier  and 
often  unnecessary1 

Cerumol  has  an  established  track 
record  so  you  can  recommend 
with  confidence.-' 

Cerumol  will  be  actively  promoted 
this  year  ana  that  will  increase 
consumer  demand  for  this  'all  time 
classic'.  Be  in  on  the  scene  and 
stock  Cerumol,  which  covers  both 
prescription  and  OTC  needs. 


CERUMOL 

An  arachis  oil  base  containing 
paradichlorobenzene  and  chlorbutol. 

EAR  DROPS 

Sound  advice  for  decades 


m 


Further  information  is  available  from: 
Laboratories  for  Applied  Biology  Ltd 
91  Amhurst  Park,  London  N16  5DR 
Telephone  01 81 -800  2252 


CERUMOL  Product  licence  held  by  Laboratories  for  Applied 
Biology  Ltd  ,  91  Amhurst  Park,  London  N16  5DR  Uses: 
Occlusion  or  partial  occlusion  of  external  auditory  meatus 
by  either  a  collection  ot  soft  wax  or  a  harder  wax  plug  Dosage 
and  administration:  With  the  head  inclined,  5  drops  are  put 
into  the  ear  This  may  cause  a  harmless  tingling  sensation, 
A  plug  of  cotton  wool  moistened  with  Cerumol  should  then 
be  applied  to  retain  the  liquid.  One  hour  later,  or  the  next 
morning,  the  plug  is  removed.  The  procedure  is  repeated  twice 
a  day  for  three  days:  the  loosened  wax  may  then  come  out  on 
its  own.  making  syringing  unnecessary  If  any  wax  remains, 
the  doctor  should  be  consulted  so  that  syringing  of  the 
softened  residue  may  be  carried  out  Contra-lndications. 
warnings,  etc:  Otitis  externa,  seborrhoeic  dermatitis,  eczema 


affecting  the  external  ear  and  perforated  ear  drum  Although 
there  have  not  been  any  reports  of  reactions,  patients  known 
to  be  allergic  to  peanuts  are  advised  not  to  use  Cerumol,  which 
contains  arachis  oil  which  comes  from  peanuts  Use  in 
pregnancy  No  side-effects  have  been  reported  Other  special 
warnings  Not  to  be  taken  internally  Do  not  use  for  more  than 
three  days  If  the  condition  persists,  consult  your  doctor  Price: 
£2.37  (Retail  cost)  for  1 1  ml  vial  with  separate  dropper 
Legal  category:  P  Product  licence  number:  011 8/001 3R 
References  1,  Frazer,  J  G  .  J  Laryng  &  Otol  1970.  84,  1055 
2  Holmes  R.C.,  Johns  A  N..  Wilkinson  J.D..  Black  M  M.. 
Rycroft  R.J.G.,  J  Soc.  Med..  1982:  75,  27-30 
Cerumol  is  a  registered  trade  mark 
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Here  s  how  serious 

we  are  about 
selling  our  meters 


in  your  pnarmacy! 


Until  the  30th  June  1998  we  will  reimburse  you  £20  for  every 
ONE  TOUCH®  meter  sold.  This  means  your  customer  pays  only  £9  for 
the  BASIC™  or  £29  for  the  Profile™.  We  expect  you  will  sell  quite  a  few! 

Our  national  sales  teams  are  visiting  diabetes  clinics  in  both  hospitals 
and  general  practice,  demonstrating  the  meters,  explaining  the  offer 
and  where  it  is  available. ...that  can  mean  your  pharmacy! 

For  a  POS  pack  and  further  details  on  how  you  can  participate  in  this 

exciting  promotion  phone  now. 


LifeScan  Customer  Care 
Freephone: 


0800  121200 
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Retailing  has  always  been  a  science,  but  as 
the  data  handling  capabilities  of  the 
computer  are  increasingly  put  to  practical 
use,  it  is  becoming  more  so.  Anyone  who 
doubts  that  has  only  to  look  thr  ough  t  he  Business 
News  in  recent  issues  of  C&D.  Boots  is  using  its 
Advantage  card  database  to  produce  a  highly 
targeted  mailing  to  launch  a  new  home  shopping 
business.  Wholesalers  offer  packages  which  allow 
pharmacies  to  profile  their  local  population  and 
target  offers  and  services  accordingly.  Boots 
(again)  is  reorganising  its  branch  structure  with 
the  same  niche  marketing  objectives  in  mind.  The 
NPA  is  offering  a  software  package  which 
identifies  a  pharmacy's  'weak  areas'  (see  p35). 
Category  management  using  EPoS  data  and 
planograms  is  the  bread  and  butter  of  brand 
managers  who  are  keen  to  instil  its  disciplines 
into  retailers.  For  an  independent  pharmacist  it 
can  all  be  pretty  daunting. 

The  secret  is  not  to  be  overwhelmed  by  this 
'appliance  of  science',  but  to  use  its  results.  The 
principles  which  underlie  all  the  techno-jargon 
are  the  ones  which  have  stood  shopkeepers  in 
good  stead  for  centuries.  Computer  technology 
merely  allows  collation  and  interpretation  of  data 
in  a  way  which  would  have  been  too  time 
consuming  in  times  past, 

If  pharmacists  are  to  remain  successful  business 
people  in  the  years  ahead,  they  must  embrace  the 
changes  information  technology  is  bringing  to 
retailing.  This  applies  equally  in  the  professional 
arena,  where  it  is  clear  that  the  NHS  is  on  the 
verge  of  utilising  IT  in  a  major  way  in  the  primary 
care  sector.  A  working  knowledge  of  standard 
computer  operating  systems  such  as  Windows, 
will  be  essential.  Most  pharmacists  are 
conversant  with  the  practicalities  of  computers. 
For  those  that  are  not,  the  classroom  beckons. 
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NEWS 


RPM  concerns  penetrate  No  10 


Prime  Minister  Tony  Blair  is 
reported  to  be  alarmed  at  the  'dou- 
ble jeopardy'  threat  to  community 
pharmacies  posed  by  the  referral 
of  resale  price  maintenance  to  the 
Restrictive  Practices  Courts  and 
the  new  Competition  Bill. 

His  concern  comes  as  the 
Community  Pharmacy  Action 
Group  pursues  its  campaign 
among  Labour  MPs  to  ensure 
at  least  a  five  year  breathing 
space  after  the  introduction  of 
new  legislation  before  RPM  on 
OTC  medicines  comes  up  for 
review. 

Sources  close  to  CPAG  have 
been  told  that:  "The  thing  that 
has  him  worried  is  the  word 
'community'.  It's  a  buzz  word  for 
the  Blair  government." 

CPAG  is  hoping  that  Mr  Blair 
will  follow  up  his  concern  by 
intervening  to  stop  Margaret 
Beckett,  president  of  the  Board 
of  Trade,  overturning  the  Gov- 
ernment's defeat  in  the  Lords  on 
the  Competition  Bill,  when  it 
goes  through  its  committee  stage 
in  the  Commons  after  Easter. 

The  new  clause  voted  on  by 
the  Lords,  prevents  the  Office  of 
Fair  Trading  challenging  RPM 
in  the  Restrictive  Practices  Court 
under  the  existing  competition 
legislation.  If  new  action  was 
sought  by  the  OFT,  it  would  have 


to  be  under  the  new  legislation, 
when  it  becomes  an  Act,  and 
CPAG  is  seeking  to  ensure  that 
such  a  challenge  could  not  hap- 
pen for  at  least  five  years. 

The  Prime  Minister's  concern 
has  been  heightened  by  the  num- 
ber of  names  signing  the  Com- 
mons motion  tabled  by  Labour 
MP  and  family  doctor,  Howard 
Stoate,  which  is  now  reported  to 
have  collect  ed  150  Labour  signa- 


tures. By  last  Thursday,  there 
were  161  names  on  the  EDM. 

The  people  who  have  signed 
are  judged  by  CPAG  to  give 
added  weight  to  the  protests. 
They  include  Neil  Kinnock's  for- 
mer adviser,  Patricia  Hewitt,  the 
MP  for  Leicester  West,  who  was 
head  of  the  Blairite  think  tank, 
the  Institute  for  Public  Policy 
Research  until  the  election. 

The  fact  that  Blairite  support- 


ers such  as  Ms  Hewitt  have 
signed  the  EDM  is  seen  as  a  clear 
signal  that  the  Labour  leadership 
recognises  the  problem  facing 
community  pharmacies. 

CPAG  is  due  to  meet  with  Mrs 
Beckett  before  Easter.  There  are 
signs  that  the  Department  of 
Trade  is  having  second  thoughts 
about  the  issue,  which  will  delay 
the  Bill's  progress  through  the 
Commons. 


Counterpart  update 

New  products  have  been 
introduced  and  the  law  has 
changed  in  some  areas  since 
the  Cambridge  Counterpart 
Pharmacy  Assistant  Training 
Course  was  first  published  in 
1995-96.  To  bring  those  on  the 
course,  and  those  who  have 
completed  it,  up  to  date,  a  two- 
page  addendum  is  published  on 
pp15-16  of  this  week's  issue. 

Cambridge  Counterpart,  the 
most  cost  effective  option  in 
assistant  training,  is  provided 
by  Chemist&  Druggist  with  the 
support  of  Whitehall 
Laboratories. 

For  details  of  the  cost  and 
how  to  enrol,  call  Sue 
Cheeseman  on  01732  364422. 


YPG  chairman  forced  to  resign 


Wendy  Harris,  the  Young  Pharma- 
cists' Group  chairman,  has  been 
forced  to  resign  her  position  fol- 
lowing a  vote  of  no  confidence. 

Miss  Harris  resigned  after  the 
committee  said  it  was  not  happy 
that  she  had  acted  appropriately 
in  apologising  for  a  letter  relating 
to  the  Puxon  Report,  which 
appeared  in  the  pharmacy  press 
last  November.  In  it,  she  said  that 
the  YPG  was  happy  to  see  that 
the  Royal  Pharmaceutical  Soci- 
ety's Council  was  encouraging 
Andrew  Burr  in  his  efforts  to 
publish  the  report  and  its  find- 
ings. Mr  Burr,  a  former  YPG 
chairman,  had  resigned  his  place 
on  the  Society's  Coimcil  shortly 
before  the  report  was  presented 
to  a  Council  meeting. 


The  YPG  maintains  that  Miss 
Harris  acted  in  an  individual 
capacity  and  that  the  views 
expressed  were  not  in  fact  official 
YPG  policy.  In  a  statement,  issued 
this  week,  the  YPG  said  that  the 
vote  of  no  confidence  was  carried 
by  a  majority  of  the  committee. 

"Miss  Harris'  actions  had  defied 
protocol  and  the  committee  was 
sad  to  note  that  Miss  Harris  was 
given  several  opportunities  to  rec- 
tify the  situation,  but  unfortu- 
nately failed  to  do  so,"  it  said. 

YPG  spokesman  Sultan  Dajani 
says  that  the  committee  is  not 
looking  immediately  to  appoint  a 
new  chairman  to  replace  Miss 
Harris.  Instead,  the  committee 
will  share  responsibility  for  the 
time  being. 


Script  levy  of  66p? 

The  prescription  levy  charge 
would  today  be  66p  if  it  had  been 
kept  in  line  with  inflation,  Alan 
Milbum  has  announced. 

The  health  minister  made  the 
announcement  in  a  written 
answer  last  Thursday  to  Eltham 
MP  Clive  Efford.  The  66p  figure  is 
based  on  the  20p  charge  which 
was  in  place  in  1979.  He  also 
announced  that  in  1996-97,  86  per 
cent  of  prescription  items  dis- 
pensed by  community  pharma- 
cists and  appliance  contractors  in 
England  were  free  of  charge. 

In  terms  of  income,  in  1979-80 
prescription  charges  raised  £38.7 
million.  This  figure  had  risen  to 
S295.7m  in  1996-97,  &3m  less 
than  the  amount  raised  the  previ- 
ous year. 


Campaign  launched  to  avoid  calling  out  GPs  unnecessarily  during  holidays 


The  Doctor  Patient  Partnership 
has  launched  its  new  campaign, 
'Your  doctor  has  got  you  cov- 
ered', to  remind  the  public  about 
changes  to  out-of-hours  services. 

The  campaign  was  launched 
on  Tuesday  in  time  for  Easter 
and  the  May  bank  holidays.  To 


avoid  unnecessarily  calling  out 
GPs,  patients  are  being  asked  to 
visit  pharmacists  for  advice  on 
minor  conditions  and  to  renew 
prescriptions  if  necessary. 

Claire  Rayner,  chairman  of  the 
Patients  Association  -  part  of  the 
DPP    initiative,    said:  "Being 


reminded  to  stock  up  on  your 
prescription  medicine  is  very 
useful  before  the  holidays.  It  is 
comforting  to  know  that  your 
local  pharmacist  can  provide 
excellent  primary  care  advice  for 
problems  during  out  of  hours 
and  over  bank  holidays." 


•  A  wider  role  for  pharmacists 
has  won  support  from  a  cross- 
party  group  of  MPs  in  a  Com- 
mons motion  backing  the  DPP 
scheme.  The  MPs  "support  using 
the  expertise  of  pharmacists 
who  can  advise  on  minor  health 
problems  and  OTC  medicines". 
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Addicts  prefer  non-drug  treatment  over  methadone 


Drug  addicts  would  prefer  non- 
Irug  treatments  instead  of  rely- 
ng  on  methadone,  a  survey  lias 
bund. 

Just  under  half  of  respondents 
48  per  cent)  would  prefer  drug- 
ree  treatment,  compared  to  the 
!1  per  cent  who  favoured  drug- 
>ased  treatments.  'Talk  thera- 
)ies'  such  as  counselling,  sup 
>ort  and  advice,  and  a  drug  free 
jnvironment  are  seen  as  the 
najor  ways  to  achieve  drug-free 
itatus. 

Drugs  counselling  and  treat- 
nent  agency  Addaction,  which 
•onducted  the  survey,  says  this 
demonstrates  that  users  do 
vant  to  kick  the  habit,  contrary 
0  the  popular  misconception 
hat  they  want  to  go  on  using". 

Addaction,  formerly  known  as 


'apa'  or  the  Association  for  Pre 

vention  of  Addiction,  am  need 

the  survey  results  al  ils  re  launch 
on  Monday.  It.  was  compilei  I  fn  im 
questionnaires  returned  by  50 1 
drug  addiction  service  users 
from  25  agencies  around  I  lie 
country. 

The  survey  found  thai  needle 
exchange  schemes  have  been 
experienced  by  just  under  half  of 
patients,  and  73  per  cent  agreed 
thai  it  is  now  easy  to  get  hold  of 
clean  needles  and  syringes. 
Addaction  says  this  suggests  thai 
as  needle  exchange  facilities 
(using  community  pharmacies) 
are  widely  available,  "it  would 
seem  that  development  of  addi- 
tional syringe  exchange  facilities 
should  be  carefully  largeled  al 
specific  areas". 


In  addition,  ii  says  that  the  cur 
renl  emphasis  on  the  provision 
ol  methadone  based  treatments 
is  due  for  close  examination. 
"Policy  makers  and  purchasers 

need  to  lake  heed  of  the  message 

drug  service  users  are  sending 
out  thai  non  drug  based  treat- 
ments are  more  useful  than 
melliadone  prescribing,  and  redi 

icci  resources  accordingly." 

The  survey  also  highlights  the 
time  delay  between  addicts 
recognising  they  have  a  problem 
and  seeking  help.  The  peak  age  at 
w  inch  drugs  were  first  used  was 
lf>  (peak  age /mode  15).  Although 
drug  use  was  perceived  as  prob 
lematic  until  a  mean  age  of  22 
(mode  17),  help  was  not  first 
sought  until  the  addict  was  2(i 
( mode  'I'l ). 


Scottish  Executive  to  examine  its  structure 


Hie  Royal  Pharmaceutical  Soci- 
ety's Scottish  Executive  is  to 
>xamine  its  structure,  functions 
md  ways  of  working. 

The  aim  is  to  ensure  that  the 
executive  continues  to  promote, 
epresent  and  maintain  a  high 
irofile  for  all  pharmacists  in 
kotland,  in  the  light  of  Scottish 
levolution,  a  Scottish  Parlia- 
nent  and  the  new  NHS  in  Scot- 
and.  The  review  should  be  com- 
peted by  this  summer. 

The  Executive  is  to  distribute 
o  all  pharmacists  registered  in 
Scotland,  an  'advice  and  action' 


document  looking  at  the  oppor- 
tunities presented  in  the  Scot- 
tish White  and  (ireen  Papers 
Key  groups  in  pharmacy 
throughout  Scotland  will  be 
invited  to  a  one-day  conference 
to  discuss  a  strategy  for  the  way 
forward.  The  Executive  will  also 
present  a  position  paper  on 
'Pharmacists'  role  in  improving 
public  health'  lo  health  ministei 
Sam  Galbraith. 

Working  forums  have  been  set 
up  between  the  Executive's  offi- 
cers and  their  counterparts  in 
the  Royal  College  of  General 


Practitioners  and  the  Royal  Col- 
lege of  Nursing,  to  address  areas 
of  common  interest  in  health 
care  promotion. 

The  Executive  is  to  inform 
health  board  officials  that  ade- 
quate pharmaceutical  input 
should  be  maintained  at  all 
limes 

A  part-time  clinical  audit  fel- 
low has  been  appointed  to  Ihe 
Scottish  Department  and  the 
Executive  is  seeking  funding 
from  the  Society  to  appoint  a 
part-time  pharmacy  practice1 
research  fellow. 


PFEU  holds  out  for 
independence 

The  European  Proprietary  Medi- 
cines Manufacturers'  Association 
(AESGP)  was  hoping  to  agree 
with  Km  i  ipean  pharmacists  on  an 
action  plan  foi  improving  public- 
awareness  of  non-prescription 
medicines  in  pharmacies. 

Bui  the  I  'harmai  'eut  ical  '  in  >up 
of  the  Eun ipean  I  nn  in  (P(  !E1  ), 

Which      represents  eoliiiimnil.V 

pharmacists  across  Europe,  has 
decided  thai  more  work  must  be 
done  firsl  on  publicising  I  he  phar- 
macisl 's  r<  ile. 

The  two  organisations  held  a 
joint  symposium  in  Brussels  last 
week  to  discuss  the  visibility  of 
<  >T< '  medicines  in  pharmacies. 
The  AESGP's  Mary  Coronel  told 
C&D  thai  the  manufacturers 
wanted  to  work  with  the  P<  1E1  lo 
establish  ( )T( '  medicines  as  a  cen- 
tral pari  of  pharmacy,  because  in 
some  countries  they  still  had  a 
fairly  low  profile.  Such  medicines 
should  be  made  more  visible  to 
enable  consumers  to  make  appro 
priate  choices,  she  said 

Bui  the  PGE1 1  wants  pharma- 
cies to  be  seen  to  be  independent. 
Lisette  Tiddens  Engwirda  told 
(  &D  thai  PGE1 '  wanted  first  to 
establish  the  role  of  the  pharma- 
cist as  an  independent  health 
consultant,  which  would  involve 
more  research  into  what  was  hap- 
pening in  the  different  European 
countries.  The  group  would  then 
continue  to  collaborate  with 
AESGP.  The  two  organisations 
signed  a  charter  of  collaboration 
m  1993. 


NHS  50  competition  launch  on  Monday 


some  1.2  million  leaflets  featuring 
he  National  Pharmaceutical  Asso- 
ciation's competition  celebrating 
he  NHS's  50th  anniversary  are 
3eing  distributed  this  week. 


NATIONAL 
COMPETITION 

50 

TRUE  OR  FALSE 
PHARMACY 
QUESTIONS 


The  competition,  which  runs 
until  May  1,  is  to  be  officially 
launched  on  Monday.  Besides 
being  distributed  through  phar- 
macies, the  competition  will  also 
appear  in  the  national 
press  and  in  Your  Health 
magazine. 

NPA  head  of  public 
affairs  Veronica  Wray  says 
that  20  people  will  be 
spending  six  weeks 
checking  the  competition 
forms. 

Prize  winners  will  be 
contacted  in  mid-June  so 
that  they  can  appear  at  the 
Ideal  Health  Show  on  NHS 
Day,  July  5,  to  collect  their 
prizes. 

Further  supplies  of 
forms  are  available  on 
request  from  the  NPA. 
•  The  Ideal  Health  Show 
organisers  have  also 
I  agreed  to  allow  NPA  mem- 
|  bers  to  buy  tickets  for  the 
show,  which  takes  place 
at  London  Olympia  from 
July  3-6. 


Boehringer  Mannheim  has  teamed  up  with  Chemist  &  Druggistto 
produce  a  five  module  education  programme  for  pharmacists  entitled 
Pharmaceutical  Care  of  the  Diabetic  Patient'.  The  modules,  all 
accredited  by  the  College  of  Pharmacy  Practice,  will  run  over  five 
consecutive  months  the  first  of  which  will  be  carried  in  next  week's 
issue  together  with  telephone  marking  registration  details.  The 
programme  has  been  written  by  Terry  Maguire,  director  of  the  Northern 
Ireland  Centre  for  Postgraduate  Pharmaceutical  Education  and 
Training.  Pictured  at  the  launch  are  (l-r)  regional  sales  manager  for 
BM's  Diabetes  Care  Division  Keith  Sharp,  Terry  Maguire,  GMTV's  Dr 
Hilary  Jones  and  C<&Z7s  associate  publisher  John  Skelton 
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Independent  accused  of  canvassing 


The  number  of  registered 
pharmacy  premises  fell  by  20  in 
February  to  12,269.  The  number  of 
pharmacies  commencing  trading 
was  28,  including  four 
restorations,  but  there  were  48 
deletions  from  the  Royal 
Pharmaceutical  Society  register. 

Scottish  stats 

There  were  4,970,585 
prescriptions  dispensed  in 
Scotland  in  December  1997, 
4,961,454  by  chemist  contractors, 
at  a  total  cost  to  the  exchequer  of 
£48,849,136.  For  chemist 
contractors,  the  ingredient  cost 
per  prescription  was  £8.8909  with 
a  professional  allowance  of 
£0.3370  and  oncost  of  £0.0016.  The 
gross  total  per  prescription  was 
£10.2567  or  £9.7120  net.  The 
average  CD  fees  cost  per 
prescription  was  £0.0512. 

BP  published 

The  'British  Pharmacopoeia  1998' 
has  been  published,  together 
with  the  'British  Pharmacopoeia 
(Veterinary)  1998',  and  includes 
all  the  monographs  of  the 
'European  Pharmacopoeia'  (third 
edition).  The  BP,  ISBN  0 1  322100 
2,  is  available  in  print  and  in  CD- 
ROM  format  from  the  Stationery 
Office  priced  £595.  The  Stationery 
Office  can  be  contacted  on  01603 
696210. 

Homoeopathy  fee  regs 

Fees  relating  to  homoeopathic 
products  and  their  licensing  are 
to  be  amended  from  April  1.  The 
Medicines  for  Human  Use  and 
Medical  Devices  (Fees  and 
Miscellaneous  Amendments) 
Regulations  1998  (SI  574,  The 
Stationery  Office,  £1.95)  also 
introduce  a  new  category  of 
certificates  of  registration. 

Nurse  names 

The  Royal  College  of  Nursing  is 
recommending  that  the  title 
'nurse'  be  protected  in  addition  to 
the  title  registered  nurse'.  In  its 
response  to  the  review  of  the 
Nurses,  Midwives  and  Health 
Visitors  Act  1997,  it  says  the  lack 
of  clarity  regarding  the  term 
'nurse'  compromises  public 
protection  from  certain  other 
health  care  workers. 

Product  recall 

M&A  Pharmachem  is  recalling 
batches  of  Mandanol  Tablets 
500mg,  25  pack  size,  which  may 
be  contaminated  with  aspirin 
tablets.  All  batches  with  expiry 
date  prior  to  EXP  02  03  should  be 
withdrawn  from  sale.  The 
company  (tel:  01942  816184) 
issued  the  recall  on  Wednesday. 
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The  Royal  Pharmaceutical  Soci- 
ety is  considering  what  action  to 
take  over  an  independent  propri- 
etor who  could  be  construed  as 
canvassing  for  this  year's  Council 
elections. 

LPC  secretary  and  Council 
candidate  David  Kent  has  sent  a 
newsletter  to  all  LPCs  urging 
pharmacists  not  to  waste  their 
vote  in  this  year's  election.  He 
says  Council  has  shown  that  "it  is 
far  removed  from  the  everyday 
problems  and  practicalities  of 
community  pharmacy",  largely 
because  few  independents  are 
represented.  He  adds:  "Your  LPC 
stresses  the  importance  of  elect- 
ing candidates  who  will  vigor- 
ously defend  your  interests." 


A  pharmacist  accused  of  profit- 
ing from  a  drug  expiry  date  scam 
claimed  two  ex-employees  had 
"brewed  and  plotted"  to  frame 
him,  a  Statutory  Committee  was 
told  last  week. 

Jitendra  Manilal  Gathani,  of 
Dulwich  Village,  London,  is  the 
principal  shareholder  in  Under- 
ack  Ltd,  with  his  sister,  Mrs  Pan- 
walla,  as  fellow  shareholder. 
The  company  runs  two  pharma- 
cies: Baba  Chemists  at  7,  Tulse 
Hill,  Brixton,  and  Westbury 
Chemists  at  86,  Streatham  High 
Road. 

Mr  Gathani  admitted  the  facts 
on  four  allegations  (C&D  Janu- 
ary 10,  p22):  a  hair  lice  lotion  had 
the  batch  number  and  expiry 
date  removed  from  bottles  found 
in  the  shops;  an  incorrectly 
boxed  nasal  decongestant, 
ephidrine,  had  been  supplied  for 
a  baby  instead  of  saline  nasal 
drops;  medicines  in  drawers 
were  found  to  be  inadequately 
labelled  and  were  believed  to  be 
patient  returns  or  uncollected 
balances;  and  an  incorrectly 
labelled  anti-psychotic  drug,  clo- 
razil,  was  supplied  to  a  schizo- 
phrenic in  June  1996  from  a 
batch  with  an  expiry  date  of  May 
1995.  The  drug  can  only  be 
obtained  from  hospitals  and  not 
through  wholesalers. 

Mr  Gathani  denied  a  fifth  alle- 
gation: that  he  gave  instructions 
to  order  33,000  Tagamet  tablets 
in  November  1995,  the  same 
month  their  shelf-iife  expired. 
Three  patients  were  then  found 
to  have  had  the  tablets  dispensed 
to  them,  either  loose  in  bottles  or 
in  foil  strips  with  the  batch  num- 
ber and  expiry  date  trimmed  off. 

The  Statutory  Committee 
heard  that  one  of  the  alleged  plot- 
ters had  been  sacked  by  Mr  Gath- 
ani in  January  1996. 


The  newsletter,  London  Cen- 
tral Pharmaceutical  Executive 
News,  starts  with  Mr  Kent's  biog- 
raphy, saying  that  "his  track 
record  of  fighting  for  the  rights  of 
pharmacists  and  recognition  of 
the  role  they  perform  is  second 
to  none"  and  that  "he  will  not  be 
deterred  by  any  pressure  group 
from  championing  the  cause  of 
independent  pharmacy". 

It  does  not  mention  that  Mr 
Kent  is  standing  as  a  candidate 
but  says:  "This  letter  should  not 
be  construed  as  canvassing  for 
votes  for  any  person.  Use  your 
judgment  when  the  RPSGB 
issues  voting  papers  and  choose 
your  first  preference  wisely." 

The  Council  election  proce- 


Under  questioning  by  Mr 
Robert  Webb,  counsel  for  the 
Society,  Mr  Gathani  said  he  sus- 
pected two  pharmacists,  Simon 
Higman  and  Hitesh  Shah,  who 
had  worked  for  him,  of  "plotting" 
against  him. 

The  hearing  was  also  told  that 
Mr  Gathani  had  initiated  legal 
action  to  recover  money  owed  to 
him  by  Mr  Higman,  about  a  month 
before  an  anonymous  informant, 
matching  Mr  Shah's  description, 
approached  the  Society  on  April 
1,  1996,  with  allegations. 

Inspectors  found  over  17,000 
Tagamet  tablets,  many  stored 
loose  in  plastic  buckets,  at  the 
premises,  on  April  10,  1995. 

Mr  Gathani,  who  was  the 
superintendent  pharmacist  of 
the  two  pharmacies,  explained 
he  had  "taken  on  too  much".  He 
was  under  a  strain  owing  to  the 
acrimonious  six-year  break-up 
of  his  marriage  with  quarrels 
over  money.  He  accepted  that 
he  was  "ultimately  responsible 
for  the  shortcomings"  of  his 
pharmacies. 

David  Cocks  QC  described  the 
"long  running  and  festering  dis- 
pute" between  Mr  Gathani  and 
Mr  Higman.  "One  has  here  the 
purchase  of  Tagamet.  In  one  way, 
looked  at.  from  Mr  Higman's 
point  of  view  ...  this  is  a  splendid 
opportunity  to  get,  your  own  back 
and  make  some  money  at  the 
same  time." 

Mr  Webb  said  that  a  debt, 
claimed  as  a  reason  for  a  grudge 
by  Mr  Gathani,  had  been  paid  off 
by  Mr  Higman,  and  that  the  com- 
pany director  had  been  paying 
35p  or  80p  for  the  short  dated 
Tagamet  instead  of  £5.52. 

Mr  Flather  QC,  chairman  of  the 
Committee,  told  the  hearing  that 
a  decision  would  be  made  in  four 
to  five  weeks  time. 


dure  states  that  candidates  are 
expected  to  refrain  from  can- 
vassing "from  the  date  that  an 
individua]  knows  he  or  she  is  to 
be  a  candidate".  A  spokeswoman 
from  the  Society  confirmed  that 
this  applies  to  the  date  from 
which  candidates  submit  nomi- 
nations, not  just  from  the  April 
Coimcil  meeting  at  which  the 
nominations  are  considered. 

Mr  Kent  told  C&D  that  the 
newsletter  went  to  the  LPCs  of 
which  he  is  secretary  -  Camden 
&  Islington  and  Kensington, 
Chelsea  and  Westminster  -  with 
copies  going  to  other  LPCs  as  "a 
matter  of  courtesy".  He  added: 
"If  people  want  to  draw  an  infer- 
ence it's  up  them." 

Assaults  survey  by  ! 
NPA  highlights 
training  need 

Concern  over  a  reluctance  to 
train  staff  to  deal  with  assaults 
and  violence  in  pharmacies  has 
been  highlighted  by  a  National  f 
Pharmaceutical  Survey. 

Just  over  half  of  pharmacy  staff 
(50.5  per  cent)  have  received  per- 
sonal safety  training  and  88  per 
cent  thought  it  was  effective. 
However,  three  quarters  of  phar-  t 
macists  who  had  not  offered  fj 
training  for  staff  said  they  were  I 
not  considering  personal  training 
for  either  themselves  or  their  I 
staff. 

The  results  come  from  a  survey  a 
conducted  last  autumn  by  the  f\ 
NPA  and  the  Federation  of  Small  ,  i| 
Businesses.  The  'Small  busi-  I 
nesses  crime  survey'  aimed  to  I 
assess  the  level  of  threatening  i| 
and  violent  behaviour  to  which  ;  jl 
customers  subject  community  I 
pharmacists.  The  results  are  I 
based  on  responses  from  about  1 
1,000  NPA  members. 

Pharmacists  reported  that  in  I 
the  past  12  months,  violence  at  ,j 
work  had  been  experienced  by  |  f 
48  per  cent  of  employees,  and  44  a 
per  cent  of  respondents. 

Verbal  intimidation  was  expe-I 
rienced  in  47  per  cent  of  cases,  ! 
threats  in  31  per  cent  of  cases  I 
and  physical  violence  in  14  per  j 
cent  of  cases. 

"This  is  very  worrying,"  says; 
NPA  head  of  public  affairs  Veron-jiJ 
ica  Wray.  She  believes  that  phar- J 
macists  ought  to  consider  train-! 
ing,  even  if  it  is  just  so  they  are| 
able  to  calm  a  situation. 

The  survey  also  looked  at  mem-| 
bers'  perceptions  of  the  causes  of| 
violence.  Two  thirds  cited  a  lack; 
of  discipline  at  home,  and  two 
fifths  saw  the  judicial  system  as 
being  at  fault. 
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Claims  to  have  been  framed 


XRAYSER 


GP  PERSPECTIVE 


Primary  care  groups 
and  politics 

Now  that  the  dust  has  settled,  GPs 
are  taking  a  long  look  al  the  White 
Papei  .mil  seeing  how  n  v\  ill  affect 
Ihein.  One  proposal  Tor  change 
has  generated  a  lot  of  discussion - 
primary  care  groups  Already  il 
lias  spawned  an  acronym,  PCG, 
and  il  will  he  a  major  locus  for 
doctors  in  the  next  few  months. 

GPs  will  be  assembled  into 
groups  of  up  to  50  doctors,  with 
varying  degrees  of  responsibility 
for  the  health  care  budget  of  the 
population  registered. 

There  will  be  four  'levels  of 
responsibility",  from  a  minimum 
(stage  1)  to  maximum  involve- 
ment at  stage  4.  The  PCG  will 
attain  greater  levels  of  responsibil- 
ity for  managing  a  budget,  acting 
as  both  a  purchaser  and  a  pr<  wider 
for  its  population,  at  stage  4. 

Irrespective  of  GPs'  enthusiasm 
for  the  scheme,  they  are  com- 
pelled to  join.  Needless  to  say,  this 
conscr  iption  is  not  popular'.  Some 
are  tired  of  change  in  the  adminis- 
tration of  primary  care  services 
and  just  want  to  get  on  wit  h  seeing 

Many  GPs  think 
these  groups  will 
take  the  blame  for 
service  rationing 

patients.  Others  are  jealous  of 
their  independent  contractor  sta- 
tus and  see  this  change  as  further 
status  erosion. 

One  of  the  big  problems  that 
many  GPs  foresee  is  that  these 
primary  care  groups  will  take  the 
blame  for  rationing  of  services. 
When  things  go  wrong,  the  politi- 
cians will  point  the  finger  at  them. 

These  PCGs  will  require  man- 
agers and  will  need  GP  input  into 
their  decision  making  processes. 
This  will  cost  time  and  money  and 
may  not  be  popular'.  There  will 
also  be  political  disputes  about 
who  really  controls  the  group: 
GPs  or  health  authorities. 

Among  all  this  change  is  the 
demise  of  fundholding.  It's  likely 
that  many  fundholders,  with  expe- 
rience of  negotiating  over  budgets 
and  possessing  good  IT  systems, 
will  join  stage  3  or  4  groups. 

The  management  costs  of  run- 
ning such  PCGs  will  be  heavy, 
.especially  during  start-up.  In  addi- 
tion, the  employment  status  of 
GPs  in  stage  4  groups  may  change. 
They  could  lose  their  independent 
contractor  status  and  become 
employees  of  the  group.  The  rami- 
fications of  this  could  be  huge. 
By  Dr  Harry  Brown,  a  GP  prac- 
tising in  Seacroft,  Leeds. 


I  have  responded  to  the  call 
and  sent  another  letter  to  my 
MP,  this  time  urging  him  to 
support  the  House  of  Lords' 
amendment  to  the 
Competition  Bill.  At  last,  the 
genuine  concerns  of 
pharmacists  are  being  taken 
seriously,  and  I  am  hopeful 
that  a  sensible  approach  will 
now  prevail.  However,  my 
next  letter  could  be  more 
complex,  because  community 
pharmacy  is  beset  by  many 
problems  and  it  will  require 
political  decisions  to  enable 
change. 

Contract  limitation 
regulations  are  creaking  at  the 
seams,  with  the  commercial 
aspirations  of  supermarkets 
conflicting  with  the  ideal  of 
rational  distribution. 
Perversely,  your  pharmacists 
are  being  frustrated  in  their 
desire  to  practise 
independently  by  the  high 
goodwill  values  achieved  on 
the  back  of  limitation,  and 
their  inability  to  compete  for 
those  few  genuinely  needed 
new  contacts. 

Meanwhile,  payments  for 
extended  services  vary  from 
the  enviable  to  the  derisory, 
while  fees  for  core  services 
continue  to  be  eroded. 
Discounts  favour  the 
powerful,  the  problem  of 
electronic  transmission  of 
prescriptions  remains 
unresolved  and  fair  cost 
reimbursement  is  but  a  pipe 
dream. 


W4 

Reflections 


All  these  problems  -  and  I 
have  not  even  mentioned 
doctor  dispensing  and  the 
White  Paper  -  prevent  the 
planning  of  a  comprehensive 
community  pharmaceutical 
service. 

New  graduates  deserve  the 
option  of  a  structured  but 
independent  professional 
career,  while  existing 
contractors  need  the  luxury  of 
financial  stability  in  order  to 
embrace  progress.  I  am  now 
at  the  mature  end  of  my 
professional  career,  but  I  see 
the  instabilities  of  the  past 
increasing  into  the  future. 

Constructive  political 
dialogue  between  profession 
and  Government  is  now  a 
matter  of  urgency,  otherwise 
the  fragility  of  the  present 
system  could  soon  be 
irrevocably  exposed. 


to  market  high  doses  of 
physiologically  active 
compounds  without  any 
requirement  to  justify  their 
formulations. 

I  expect  the  committee  to 
recommend  a  reasonable 
compromise  for  vitamin  B6, 
but  I  hope  that  it  recommends 
that  all  supplements  marketed 
above  the  accepted 
recommended  daily  allowance 
should  require  supportive 
evidence  of  efficacy  and 
licensed  statement  of 
indication  on  the  label.  It  is 
only  when  this  is  achieved 
that  some  semblance  of  order 
will  be  restored  to  an  industry 
so  vulnerable  to  maverick 
marketing. 

In,  out,  shake 


Vitamin  B6  it  all  about 
needs  some 


justification 

I  am  pleased  that  the  cross 
party  Agriculture  Committee 
of  the  House  of  Commons  has 
set  up  an  inquiry  into  vitamin 
B6  (C&D  March  21,  p6).  The 
lobbying  from  the 
supplements  industry  has 
been  long  and  intense,  but  has 
now  borne  fruit. 

I  would  agree  with  the 
industry  that  the  toxicity 
evidence  is  suspect,  but 
objections  to  control  are  only 
based  on  vitamin  B6  being  safe 
rather  than  its  efficacy  at  the 
high  doses  often 
recommended. 

I  hope  that  the  committee 
quickly  comes  to  an  informed 
opinion,  but  it  is  unfortunate 
that  evidence  is  only  being 
sought  on  risk  to  health.  I 
support  the  industry  in  its 
criticism  of  panic  restrictions, 
but  equally  it  cannot  continue 


It  seems  that  the  discount 
'Sword  of  Damocles'  still 
hangs  over  our  heads  because 
three  reports  are  still 
outstanding  {C&D  March  21, 
p6).  However,  that  for 
ranitidine  is  of  particular 
concern,  because  it  implies 
that  there  could  be  a 
retrospective  clawback  once 
true  cost  figures  have  been 
established. 

I  have  wondered  for  a  long 
time  why  ranitidine  has  been 
omitted  from  the  Drug  Tariff, 
and  now  I  suspect  I  know.  It  is 
easier  for  the  Department  to 
calculate  what  it  believes  I 
have  paid  and  deduct 
accordingly  than  it  is  to  fix  a 
Tariff  price  and  allow  me  to 
buy  competitively  on  the  open 
market. 

As  it  is,  although  the  price  of 
ranitidine  has  fallen  steadily,  I 
am  now  reliably  informed  that 
the  price  is  soon  set  to  double. 
If  that  is  the  case,  we  would  be 
dealt  a  double  whammy  of 
being  deducted  retrospective 
discount  and  then  having  the 
Tariff  fixed  at  a  price  quickly 
exceeded  by  the  market! 
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IPTspecials 


Glaxo  Wellcome  simplifies  HIV  therapy 
with  two-in-one  treatment:  Combivir 


Trisequens  new  formulations 

Oestriol  has  been  removed  from 
both  Trisequens  and  Trisequens 
Forte  HRT  products,  leaving  only 
the  oestrogen,  oestradiol  and  the 
progestogen  norethisterone 
acetate.  Oestriol  is  a  metabolite 
of  oestradiol  and  has  very  low 
potency  and  minimal  clinical 
effect  compared  to  oestradiol. 
Consequently,  the  removal  of 
oestriol  does  not  alter  efficacy  so 
no  dosage  changes  are 
necessary.  New  formulations  will 
be  phased  in  during  March,  as 
old  stock  runs  down,  for 
Trisequens  Forte  and  at  the  end  of 
April  for  standard  Trisequens. 
Novo  Nordisk  Pharmaceuticals 
Ltd.  Tel:  01293  613555. 

MMR  conclusion 

An  expert  scientific  seminar 
organised  by  the  Medical 
Research  Council  at  the  request 
of  Chief  Medical  Officer  Sir 
Kenneth  Caiman  has  found  no 
link  between  measles,  measles 
vaccine  or  MMR  immunisation 
and  either  Crohn's  disease  or 
autism.  He  is  writing  to  health 
professionals  asking  them  to 
strongly  advise  parents  to  have 
their  children  immunised. 

New  strength  Famvir 

Famvir  (famciclovir)  is  now 
available  as  a  500mg  strength 
tablet  in  packs  of  14  (basic  NHS 
price  £157.57),  56  (£629.89)  and  30 
(£337.34). 

Smithkline  Beecham 
Pharmaceuticals. 
Tel:  01 707  325111. 

Avaxim  booster 

Avaxim  (inactivated  hepatitis  A 
vaccine)  boosters  can  now  be 
given  6-12  months  after  initial 
vaccination  providing  travellers 
with  up  to  ten  years  of  protection. 
Pasteur  Merieux  MSD  Ltd. 
Tel:  01 628  785291. 

Novartis  changes 

Due  to  increased  demand,  Sando- 
K  is  currently  out  of  stock,  with 
supplies  expected  towards  the 
end  of  April.  Sandoglobulin 
(human  normal  immunoglobulin) 
batch/lot  numbering  system  for 
the  outer  pack  and  patient 
identification  sticker  have 
changed  to  identify  both  the 
Sandoglobulin  and  the  saline. 
This  has  appeared  on  the 
Sandoglobulin  6g  packs  and  will 
be  extended  to  all  packs. 
Novartis  Pharmaceuticals  UK  Ltd. 
Tel:  01276  692255. 
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Glaxo  Wellcome  has  combined 
two  of  its  established  antiretrovi- 
ral  agents  into  a  single  tablet 
under  the  name  Combivir  (60 
tablets,  basic  NHS  price 
£358.72). 

Combivir  contains  lamivudine 
150mg  (Epivir)  and  zidovudine 
300mg  (Retrovir)  and  is  the  first 
time  that  two  nucleoside 
reverse  transcriptase  inhibitors 
have  been  combined  in  one  for- 


mulation for  HIV  management. 

Combivir's  recommended 
dose  of  one  tablet  twice  a  day 
reduces  the  number  of  tablets 
usually  taken  by  patients  on 
Epivir/Retrovir  regimens  by  up 
to  six  tablets  a  day.  This 
improves  compliance  leading  to 
sustained  maximal  viral  suppres- 
sion. Missed  doses  and  incom- 
plete suppression  may  result  in 
drug-resistant  strains. 


Preliminary  data  has  shown 
that  96  per  cent  of  patients  on 
Combivir  and  a  protease 
inhibitor  had  undetectable  levels 
of  HIV  after  16  weeks  treatment 
compared  with  72  per  cent  of 
patients  taking  Epivir  and  Retro- 
vir with  the  protease  inhibitor. 
Patients  on  Combivir  also  tended 
to  have  higher  CD4  cell  counts. 
Glaxo  Wellcome  UK  Ltd.  Tel:  0181 
990  9000. 

Goldshield  vitB12 

Goldshield  Pharmaceuticals  is 
introducing  Hydroxocobalamin 
Injection  (vitB12)  1000mcg/ml 
from  April  19.  The  basic  NHS 
price  for  5x1  ml  ampoules  is 
£14.00. 

Goldshield  Pharmaceuticals. 
Tel:  0181  649  8500. 

Ranbaxy  adds  cephalexin 

Ranbaxy  has  added  Cephalexin 
Capsules  250mg  (20,  basic  NHS 
price  £1.20;  100,  £5.90)  and  500mg 
(20,  £2.40:100,  £11.80)  to  its  list  of 
generics. 
Ranbaxy  (UK)  Ltd. 
Tel:  0171  495  5511. 

Wellferon  shortage 

Wellferon  (interferon  alpha-n1)  is  I 
experiencing  a  temporary  supply  jj 
shortage  as  a  result  of  a  batch 
failing  quality  assurance  testing  I 
and  a  temporary  unavailability  of  \ 
Human  Serum  Albumin.  As  a 
result,  Glaxo  Wellcome  is 
recommending  that  all  new  and 
existing  patients,  not  in  the  MRC 
trials,  be  switched  to  alternative  ] 
alpha-interferon.  Patients 
involved  in  trials  and  those  who 
have  previously  relapsed  on  or 
are  intolerant  to  other  interferons 
will  be  given  Wellferon  as  a 
priority. 

Glaxo  Wellcome  UK  Ltd. 
Tel:  0181  990  9000. 

Cystic  fibrosis  booklet 

A  new  patient  booklet  on  cystic 
fibrosis  and  nebuliser  therapy 
has  been  produced  by  the  Cystic  ! 
Fibrosis  Trust  with  the  help  of  an 
educational  grant  from  Medic- 
Aid.  Copies  are  available  free  to 
pharmacists  and  other  health 
professionals  from: 
Medic-Aid  Ltd. 
Tel:  01243  840888. 
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Hep  B  vaccine  for  dialysis 


HB-Vax  II  40  is  a  new  hepatitis 
vaccine,  aimed  specifically  at 
dialysis  and  pre-dialysis  patients. 

The  new  vaccine  contains 
40mcg  of  the  hepatitis  B  surface 
antigen  in  1ml,  which  is  four 
times  the  strength  of  the  stan- 
dard HB-Vax  II  (lOmcg/ml).  This 
high  concentration  makes  it  par- 
ticularly suitable  for  patients 
with  kidney  failure  who  do  not 
normally  respond  well  to  the 
standard  dose  vaccine  and  who 
are  more  at  risk  of  catching  the 
infection  through  dialysis.  Once 
infected,  dialysis  patients  only 


have  a  22  per  cent  chance  of 
recovery.  The  Department  of 
Health  recommends  that  all 
patients  with  chronic  renal  fail- 
ure be  vaccinated  against  hepati- 
tis B.  Previous  to  the  launch  of 
this  product,  patients  were  given 
either  larger  volumes  or  multiple 
injections  of  standard  vaccines. 

HB-Vax  II  40  is  given  at  the 
standard  three  dose  schedule  at 
zero,  one  and  six  months.  The 
basic  NHS  price  for  a  single  dose 
vial  is  £30.75. 

Pasteur  Merieux  MSD  Ltd.  Tel: 
01628  785291. 


Mefloquine  no  worse  than  chloroquine 


The  risk  of  severe  neuropsychi- 
atric  effects  is  no  worse  with 
mefloquine  than  with  the  com- 
monly prescribed  alternative 
chloroquine,  states  the  latest 
Drug  and  Therapeutics  Bulletin. 

Mefloquine  has  been  associ- 
ated with  dose-related  neuropsy- 
chiatric  effects  such  as  dizziness, 
insomnia  and  mood  changes  with 
symptoms  more  commonly  seen 
in  women.  However,  reviewing 
data  from  existing  controlled  and 
uncontrolled  studies  investigat- 


ing malaria  prophylaxis,  the 
authors  found  no  significant 
increase  in  serious  and  non-seri- 
ous CNS  adverse  effects  between 
mefloquine  and  chloroquine. 

However,  they  point  out  that 
several  of  these  studies  had  been 
conducted  on  military  personnel 
who  are  usually  young,  fit  and 
male  -  not  typical  of  the  average 
traveller.  Studies  of  travellers  are 
needed  to  reduce  bias  and  estab- 
lish the  frequency  of  rare  but 
severe  side  effects. 


Throat  lesions  and  personal  stereo  link 


US  pharmacists  have  been  taking 
part  in  a  scheme  to  reduce  the 
incidence  of  throat  lesions.  Phar- 
macy customers  who  seem  to  be 
suffering  frequent  sore  throats 
are  being  counselled  to  see  if 
they  use  personal  stereos. 

The  three-year  survey  is  part  of 
a  research  project  at  Brighthelm- 
stone  University  in  Washington. 
Researchers  believe  that  young 
people  are  shouting  more  to  be 
heard  above  the  sound  of  their 
personal  stereos,  rather  than  tak- 
ing their  headphones  off  first. 


Shouting  causes  undue  stress  on 
vocal  cords  which  is  reflected  in 
a  greater  incidence  of  pharyngeal 
varices,  and  a  subsequent  rise  in 
the  incidence  of  throat  lesions. 

Pharmacists  have  been 
involved  as  they  can  monitor 
requests  for  sore  throat  remedies 
among  an  age  group  which  rarely 
visits  the  doctor. 

Preliminary  results  are  being 
published  on  April  1  in  'American 
Proceedings:  Research  into 
longevity  from  oto-oesophageal 
lesions'. 


The  answer  is  Bayer  Consumer  Care.  We  constantly  prove  that  we 
care  tor  our  consumers  by  launching  new  products  like  A I  k  a  Seltzer 
XS,  Canesten  Hydrocortisone  cream  and  Soothelip.  We  also  support 
our  existing  favourites  like  Alka  Seltzer  Original  and  Canesten  Combi. 
And  what  do  all  these  products  have  in  common?  Over  £10  million 
adspend  and  the  most  exciting  and  memorable  advertising  ever. 


Bayer  Consumer  Care 


TRUST  HIVE  A  TO  SfUOOth 
ITS  WAY  TO  THE  TOP 

NIVEA  is  now  the  undisputed  No.l  general  skin  care  brand  in  the  UK*.  This  market  leader  position  reflects  Beiersdorf's 
commitment  to  produce  and  launch  innovative,  quality  products,  a  commitment  that  will  continue  throughout  1998  and  beyond. 
And,  supported  by  a  marketing  spend  of  over  £10  million  in  1998,  you  can  trust  NIVEA  to  stay  "the  creme  of  the  crop" 


HIVE  A 


Beiersdorf— Building  Brands.  Building  Business. 
'Source  IRI  data  MAT  25.01.98  Beiersdorf  UK  Ltd.  Milton  Keynes  MK14  5LS.  Distributed  by  Smith  &  Nephew  Consumer  Product  Ltd,  Birmingham.  Telephone  0121  327  4750. 


COUNTERDoints 


Time  to  take  your 
vitamins,  mum 


Ernest  Jac  kson  is 
introducing  chewy 
vitamin  C  pastilles  for  all 
the  family  in  the 
Bassett's  range. 

Bassett's  Soft  & 
Chewy  Vitamin  C 
contains  200  per  cent  of 
the  RDA  in  a  sugar-free, 
orange  flavoured  base. 

The  pack  contains  two 
white  opaque  blisters, 
each  containing  15 
pastilles  (S1.49). 

Herbal  trio 
boost  for  healthy 
circulation 

Seven  Seas  Health  Care  is 
launching  One-A-Day 
Ginger  &  Ginkgo  in  Garlic 
tablets  in  its  Hbfels  herbal 
supplement  range. 

The  herbs  may  help 
maintain  a  healthy 
circulation  and 
cholesterol  levels. 

The  tablets  contain 
standardised  extracts  of 
herbs  equivalent  to  1.5g  of 
fresh  ginger,  98mg  of  fresh 
ginkgo,  and  670mg  of 
fresh  garlic.  Thirty  tablets 
retail  at  £6.95. 
Seven  Seas  Health  Care 
Ltd. 

Tel:  01482  375234. 


An  advertising 
campaign  will 
feature  the  new 
pastille  alongside 
Bassett's  Jelly 
Babies  Soft  & 
Chewy  Vitamins 
for  children. 

Starting  in 
women's  magazines 
during  April,  the 
advertisement  features 
the  strapline  it's  time  to 
take  my  vitamins 


(..«..e 


mummy  ...  and  it's  time 
to  take  yours,  too.' 
Ernest  Jackson  &  Co.  Ltd. 
Tel:  01 363  772141. 


Nelsons  offers  a  natural  solution 


Nelsons  has  relaunched 
its  Formulated  range  of 
natural  remedies. 

Aimed  at  the  first  time 
homoeopathic  user,  the 
range  is  presented  in  a 
problem/solution  format 
rather  than  as  single 
remedies. 

Products  include 
Teetha  for  the  relief  of 
teething,  Coldenza  for 
influenza  and  flu-like 
symptoms  in  colds, 
Noctura  for  insomnia, 
Pollenna  for  hay  fever, 
Rheumatica  for 
rheumatic  pain,  Travella 
for  travel  sickness  and 
Candida  to  help  stimulate 
the  body's  natural 
resistance  to  flora 
imbalances. 


New  packaging 
feat  ures  a  simple  leaf 
design  to  reiterate  the 
natural  homoeopathic 
elements  and  clearer 
instructions  mi  how  the 
remedies  should  be 
taken.  Products  retail  at 
£4.05. 

•  The  company  has  also 
developed  a  new  Clikpak 
range  which  will  be 
available  by  the 
autumn. 

An  easy-to-use  glass 
vial  for  pillule  storage 
features  homoeopathic 
potency  and  remedy- 
indicators  and  a  'one- 
click-one-pillule' 
button. 

A  Nelson  &  Co  Ltd. 
Tel:  0181  780  4200. 


Alginate  heartburn  remedy  from  Thornton  &  Ross 


Thornton  &  Ross  has 
launched  the  first  own 
brand  alginate-based 
heartburn  liquid. 

Care  Heartburn  & 
Indigestion  Liquid,  a  GSL 
product  restricted  to 
pharmacy,  contains 
sodium  alginate 
(250mg/5ml)  in  an 
aniseed  flavoured,  sugar- 
and  gluten-free  liquid. 
The  recommended  dose 
should  be  taken  after 
meals  and  at  bedtime  for 
the  relief  of  heartburn 
and  acid  indigestion. 
Each  200ml  bottle  retails 
at  £3.25. 

A  new  consumer 
leaflet  has  also  been 
produced  covering  the 
entire  Care  digestive 


remedies  range  and 
giving  advice  about 
digestive  problems. 
Copies  ar  e  available  free 
to  pharmacists  for 
distribution. 
The  new  product 


yields  a  minimum 
profit  on  return  of  41  per 
cent,  with  additional 
launch  bonuses 
available. 

Thornton  &  Ross  Ltd. 
Tel:  01 484  842217. 


Double  relief  for  hay  fever  sufferers 


Rhone-Poulenc  Rorer  has 
launched  Rynacrom 
Allergy  nasal  spray  to 
replace  Resiston  (  >ne 

Containing  sodium 
cromoglycate  2  per  cent 
and  xylometazoline  0.025 
per  cent,  Rynacrom 
Allergy  nasal  spray 
complements  ( ipticroin 
Allergy  eye  drops  by 
offering  relief  for  the 
most  common  hay  fever 
symptoms. 

The  company  believes 
that  stocking  the  two 
together  will  increase 
sales,  so  it  is  providing  a 
counter  display  rack  for 
both  products  and 
supporting  them  with  hay 
fever  training  for 
pharmacy  assistants. 
•  Rhone-Poulenc  Rorer 
is  taking  orders  for 
Anthisan  with  a  view  to 


delivery  in  July.  Press 
advertising  will  use  the 
'Hying  doctor'  theme  and 
posters  will  be  displayed 
outside  pharmacies  in 
London.  The  sales  force 
will  provide  merchandise 
for  pharmacists. 
Rhone-Poulenc  Rorer  Ltd. 
Tel:  01 732  584000. 


Ten  hours  relief  with  Vantage  Drops 


New  Vantage  Nasal 
Decongestant  Drops 
carry  a  'work  for  up  to 
ten  hours'  claim. 

Available  in  both  adult 
and  paediatric 
formulations,  they 
provide  rapid  and  lasting 
relief  for  hay  fever 
sufferers.  The  active 
ingredient  of  both 
formulations  is 
xylometazoline 
hydrochloride  -  0.1  per 
cent  for  adults  and  0.05 
per  cent  for  children. 

A  10ml  pack  has  a 
recommended  retail 
price  of  SI. 85. 

The  Drops  are 
available  in  outers  of 
12x10ml  bottles  with  a 
trade  price  of  SI  1.76, 


allowing  44  per  cent  POR 
(including  Vantage 
discount). 
Vantage. 

Tel:  01928  717070. 


Stiefel  launches  pharmacy  service 


Stiefel  Laboratories  has 
launched  a  new  support 
service  designed  to  help 
pharmacists  develop  and 
grow  their  business  in 
the  OTC  sector. 

Pharmacall  has  been 
introduced  following  a 
pilot  scheme,  conducted 
over  the  past  year. 

It  offers  pharmacies  a 
newsletter  and  direct 
access  to  a  freephone 
hotline  which  offers 
information  on  Stiefel 
products  and  services. 

Pharmacists  who  join 
the  service  will  receive 


regular  telephone 
contact  from  a  pharmacy 
account  executive  to 
update  them  on  product 
launches,  display 
material,  patient 
information  leaflets  and 
pharmacy  assistant 
training  materials. 

Promotional  deals  will 
be  available  on  Stiefel 
OTC  products  including 
Oilatum,  Polytar  Liquid 
and  the  Driclor  range. 
Stiefel  Laboratories  (UK) 
Ltd. 

Tel:  Freephone  0800 
783  6699. 
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COUNTERPOINTS 


Helping  to  Select  hair  colour 


Alberto-Culver  is 
launching  a  new  range 
of  home  hair  colorants 
with  its  Alberto  V05 
brand. 

V05  Select 
Colour  is  a 
three  stage 
system 
designed  to 
make  it 
easier  for 
consumers  to 
choose  the 
appropriate 
colorant. 

Three 
levels  of 
commitment 
are  identified  by  the 
number  of  washes  the 
product  lasts  for  -  '8', 
'24'  or  'P'  for  permanent. 

The  same  12  natural 
shades  are  available  in 
each  of  the  three  levels. 
The  system  aims  to 
dispel  confusion  and  give 
consumers  more 


flexibility  to  move  across 
longer-lasting,  greater 
grey  covering  options  as 
their  needs  change. 


The  non-drip  creme 
gel  contains  pro-vitamin 
B5  to  nourish  the  hair, 
and  plant  conditioners 
to  add  shine.  The 
products  are  formulated 
to  protect  against  UV 
damage.  An  after 
colour  sealing  shampoo 
with  pro-vitamin  B5  is 


also  included. 

The  packaging  features 
an  indicator  showing 
natural  shades  and  the 
expected 
result.  The 
instructions 
have  been 
awarded  the 
Crystal  Mark 
Li  by  the  Plain 
English 
Campaign. 

Retail 
prices  are 
£3.49  (8), 
£4.49  (24) 
and  £5.49  (P). 
A  money- 
back  guarantee  is  offered 
to  any  dissatisfied 
consumer. 

The  launch  will  be 
supported  by  a  £1.4 
million  advertising  and 
promotional  campaign 
starting  in  April/May. 
Alberto-Culver  Co  UK  Ltd. 
Tel:  01256  705000. 


Miners  gets  colourful  with  Mediterranean  Mischief 


Miners  International  is 
introducing  six  new 
shades  to  its  Essential 
Lip  Colour  cosmetics 
range. 

The  'Mediterranean 
Mischief  collection 
ranges  from  Insatiable  - 


a  pale  pearly  pink,  and 
Tea  in  the  Sahara  -  a 
delicate  dessert  colour, 
to  Instinct  -  a 
shimmering  shade  of 
grape  and  Blissed 
( aubergine )  for  a  more 
exotic  look. 


The  collection  is 
completed  with  Ghost 
Train,  a  strong  silvery 
slate  and  Dignity  -  a 
milky  chocolate. 

Retail  price  is  £2.25. 
Paul  Murray  pic. 
Tel:  01703  268444. 


Extra  shine  for  hair  using  Natural  Instincts 


Bristol  Myers  is  now 
including  an  aloe 
replenishing  conditioner 
with  its  Clairol  Natural 
Instincts  Level  2  colorant. 


Formulated  with  aloe 
vera  gel,  the  conditioner 
is  designed  to  leave  the 
hair  looking  soft  and 
shiny  after  colouring. 


The  brand  will  be 
supported  by  a  £1.8m 
campaign. 

Bristol  Myers  Co.  Ltd. 
Tel:  01895  628000. 


Nivea  introduces  men's  skin  care  range  in  the  UK 


Building  on  its  success 
across  Europe,  Nivea  for 
Men  has  been  launched 
in  the  UK,  with  the  aim 
of  developing  the  skin 
care  market  for  men. 

With  a  compact  range 
of  six  products,  Nivea  for 
Men  offers  a  simple 
regime  t  hat  addresses 
common  shaving 


problems  such  as 
tightness,  dryness,  razor 
bum  and  cuts. 

Nivea  for  Men  Shaving 
Foam  (200ml,  £2.15)  and 
Gel  (200ml,  £2.15)  are 
formulated  to  provide  a 
smooth,  close  shave,  help 
to  protect  against  razor 
bum,  and  moisturise  the 
skin.  Beiersdorf  views 

(  these  products 
m  as  stepping 
stones  to  its 
skin  care 
products,  and 
giving  the 
range  'male 
credentials'. 

Nivea  for 
Men 

Aftershave 
Balm  (100ml, 
£4.75), 
available  in 


normal  and  sensitive 
variants,  is  a  soothing 
alternative  to  aftershaves 
with  the  'sting'  factor. 

The  balm  helps  calm 
newly-shaven  skin, 
soothes  irritation  and 
boosts  moisture  levels. 
Central  to  the  new  range 
is  its  Moisturising  Lotion 
for  Normal  Skin  (50ml, 
£4.99),  which  is  used 
daily  to  moisturise  the 
skin  and  protect  it  from 
the  elements. 

An  Intensive  Creme 
(50ml,  £5.75)  for  dry  skin 
gives  added  protction 
and  moisture. 

Beiersdorf  is 
supporting  the  launch  of 
the  range  with  a  £1.6 
million  marketing  budget 
Beiersdorf  UK  Ltd.  Tel: 
01908  211444. 


Blondes  to  dye  for  from  L'Oreal 


L'Oreal  is  adding  three 
new  blonde  tone-on-tone 
colorants  to  its  Casting 
range  in  April. 

Casting  Blonde  is 
specially  formulated  for 
light  brown  to  blonde 
hair.  It  is  available  in 
Champagne  (  light  ash 
blonde),  Vanilla  (natural 
blonde)  and  Sunkiss 
(golden  blonde). 

The  ammonia-free 
product  is  formulated  to 
lighten  hair  by  up  to  one 
and  half  shades  and  to 


last  for  at  least  six 
weeks.  It  is  enriched  with 
multi  vitamins,  pro- 
\  ilanun  l  !5  and  a  \  itamin 
E  derivative  to  nourish 
the  hair. 

The  colour  is  applied 
direct  to  the  hair  like  a 
shampoo  and  the 
development  time  can  be 
adjusted  for  the 
preferred  blonding 
effect. 

Retail  price  is  £4.99. 
L'Oreal. 

Tel:  0171  937  5454. 


Coty  gets  airborne  with  new  scent 


Coty  is  launching  a 
'sister'  product  to  its 
Chanson  d'Eau  fragrance 
in  the  UK. 

Available  from  mid- 
April,  Chanson  d'Air  is 
designed  to  appeal  to 
women  who  want  a  light  , 
floral  fragrance  for 
everyday  wear. 

It  has  top  notes  of 
bergamot  and  grapefruit, 
middle  notes  of  freesia, 
orange  blossom, 
magnolia,  lily  of  the 
valley,  jasmine 
and  rose,  and 
base  notes  of 
sandalwood 
and  amber. 

The  range 
includes  a  50ml 
edt  spray  (rsp 
£5.99),  100ml 
edt  spray  (rsp 
£7.99)  and  a 
75ml  deodorant 
body  spray  (rsp 
£2.29). 

Packaging  is 


in  a  striking  carton 
decorated  with  a  confetti 
of  white  blossom  on  a 
sky  blue  background. 

Together  with  Chanson 
d'Eau,  the  fragrance  will 
be  supported  by  a  £lm 
women's  press  campaign 
running  throughout  the 
summer.  This  will 
include  five  million  scent 
strips  across  the  two 
brands. 
Coty  (UK)  Ltd. 
Tel:  01233  625076. 


ON  TV  NEXT  WEEK 


Clearblue  Home  Pregnancy  Test:  G,  C,  LWT,  CAR,  C4,  Sat 


Imodium:  All  areas 


Listerine  antiseptic  mouthwash:  GTV,  STV,  G,  A,  M,  ITV,  Sat 
Nurofen:  All  areas  except  (J  &  Sat 


Oxy:  All  areas  except  U,  LWT,  CAR,  GMTV 


Pearl  Drops:  C4,  C5 


Poli  Grip:  All  areas  except  CTV,  W,  LWT,  GMTV,  TSW 
Propain:  All  areas  except  GTV,  U,  CTV,  W,  CAR,  TSW 


Slim  Fast:  All  areas 


Solpadeine:  STV,  C,  HTV,  CTV,  M 


Vicks  New  Vaposyrup:  GTV,  STV 


Wella  Experience:  Sat 


Wella  Shock  Waves:  Sat 


Wilkinson  Sword  FX  Performer:  GTV,  U,  STV,  Y,  C,  A,  M,  LWT,  TT, 
C4,  Sat  i 

A  Anglia,  B  Border,  C  Central,  C4  Channel  4,  C5  Channel  5,  CAR  Carlton, 
CTV  Channel  Islands,  G  Granada,  GMTV  Breakfast  Television, 
GTV  Grampian,  HTV  Wales  &  West,  LWT  London  Weekend, 
M  Meridian,  Sat  Satellite,  STV  Scotland  (central),  TSW  TV  South  West, 
TT  Tyne  Tees,  U  Ulster,  W  Westcountry,  Y  Yorkshire 


CHEMIST  &  DRUGGIST  28  MARCH  199! 


I 


COUNTERPOINTS 


Philips  dryer  takes  care  of  hair 


Palmolive  offers  choice  for  shaving 


Philips  is 
launching  a  new 
hairdryer  with  a 
heat  protection 
system  to  prevent 
overdrying  of  the 
hair. 

Available  in 
May,  the  Natura 
hairdryer  is 
designed  to 
control  the 
temperature  of  the 
airflow  as  the  hair 
dries.  A 
temperature 
sensor  and  electronic 
control  monitor  the 
temperature  of  the  hair 
as  it  rises  during  the 
drying  pr  ocess.  Once  the 
hair  reaches  the  care 
temperature  (57°C),  the 


heat  protection  system 
adjusts  the  temperature 
to  lower  levels  to 
prevent  overdrying. 

A  temperature 
indicator  on  the  handle 
changes  frequently  to 


make  it  easy  for 
the  user  to 
monitor  the 
drying  process. 

The  hairdryer 
with  three  speed 
settings  is 
available  in  two 
models  -  HP  4870 
with  nozzle 
(£49.99)  and  HP 
4871  with  nozzle 
and  diffuser 
(£54.99). 

The  launch  will 
be  supported  by 
an  advertising  campaign 
in  the  second  half  of  the 
year. 

Philips  Domestic 
Appliances  and  Personal 
Care. 

Tel:  0181  6892166. 


Colgate-Palmolive  is 
relaunching  its  Palmolive 
men's  shaving  toiletry 
range. 

New  packaging 
focuses  on  the  benefits 
offered  by  each  gel, 
foam,  cream  and  stick 
variant.  It  is  designed  to 
help  consumers  choose  a 
product  to  suit  their 
individual  needs. 


Reflecting  the  growing 
interest  in  skin  care,  a  '2- 
in-1  Moisturising'  shave 
foam  with  vitamin  E  has 
been  introduced. 

The  relaunch  will 
benefit  from  a  £3  million 
spend  behind  the  brand 
this  year. 

Colgate-Palmolive  (UK) 
Ltd. 

Tel:  01 483  302222. 


Razor  adds  new  dimension  to  wet  shaving 


Wilkinson  Sword  is  launching  a 
new  razor  in  the  'super  systems' 
category. 

Protector  3D  features  a  blade 
cartridge  which  pivots  and 
moves  from  left  to  right  to 
provide  a  'closer  and  safer' 
shave. 

It  has  25  per  cent  thinner 
guardwires,  an  enlarged 
Aquaglide  strip  and  an 


ergonomically  designed  handle 
with  a  rubber  grip. 

The  razor  is  available  with  two 
blades  and  a  black,  freestanding 
razor  holder  for  both  razor  and 
replacement  blades. 

Retail  price  is  £4.49.  A  pack  of 
replacement  blades  retails  at 
£3.89.. 

Wilkinson  Sword  Ltd. 
Tel:  01670  713421. 


HEALTH  PERCEPTION'S 
PRODUCT  RANGE  NOW 
AVAILABLE  FROM  UNICHEM 

You  can  now  purchase  the  following 
Health  Perception  products  from  Unichem 


Health  Perception  Product 

Pack  size 

RRP 

Glucosamine  Sulphate 

30s 

£9.99 

Glucosamine  Sulphate 

60s 

£17.99 

Glucosamine  Sulphate 

90s 

£26.99 

Glucosamine  Sulphate  &  Chondroitin 

30s 

£14.99 

Glucosamine  Sulphate  &  Chondroitin 

60s 

£24.95 

Tri-Chi 

30s 

£7.99 

Seredrin  Ginkgo  Biloba 

30s 

£9.99 

Seredrin  Ginkgo  Biloba 

1 20s 

£26.99 

Cognito®  (Phosphatidyl  Serine) 

(voted  best  new  product  at  Helfex  Exhibition) 

30 

£29.95 

For  further  information,  please  call  us  on:  01344  890115 


Quality  products 
from  a  company  you  can  trust 

Health  Perception,  Woodbine  Stores  Cottage, 
Chavey  Down  Road,  Winkfield  Row,  Berks.  R042  7NY 


P&G  puts  'real'  people  in  TV  campaign 


Pr  octer  &  Gamble  is  changing 
the  advertising  strategy  for  its 
Pantene  Pro-V  with  a  new  TV 
campaign. 

Breaking  away  from  using 
supermodels,  the  commercials 
feature  'everyday'  girls  with  no 
professional  modelling 
experience.  The  22-year- 
old  star  of  the  campaign, 
who  will  now  become 
the  regular  face  of 
Pantene,  was  found  in  a 
nationwide  model  search 
competition.  The  first 
commercial  she  stars  in 
also  features  the  L  ^ 

runners-up. 

P&G's  idea  is  to  use 
'real'  people  to  prove 
that  anyone  can  become 
the  star  of  a  Pantene 
commercial  because 
everyone's  hair  has  the 


potential  to  shine. 

The  company  is  spending 
around  5600,000  on  the 
campaign  which  will  run  for 
over  a  month. 
Procter  &  Gamble  (Health, 
Beauty  &  Cosmetics)  Ltd. 
Tel:  01932  896000 
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Keep  skin  care  Simple,  not  complex 


Smith  &  Nephew  is  supporting 
its  Simple  skin  care  brand  with  a 
SI. 5  million  TV  campaign  -  the 
first  time  the  brand  has 
appeared  on  TV  for  three  years. 

Targeted  at  women  aged  16- 
34,  the  unusual  campaign  will 
run  on  ITV,  Channels  4  &  5,  and 
Satellite  from  April  1  for  four 
weeks.  Using  the  theme  'keep  it 
Simple,  not  complex',  the 
advertising  contrasts  with  the 
complex  technical  approach 
taken  by  many  skin  care  brands. 
The  commercial  recommends  a 
balanced  diet,  plenty  of  sleep, 
protection  from  the  sun  and  a 
daily  skin  care  regime. 

It  features  the  brand's  core 
products  -  Active  Cleansing 
Lotion,  Purifying  Skin  Toner, 
Daily  Moisturising  Lotion  and 
Vitamin  Enriched  Day  Cream. 


•  A  banded  pack  of  Daily 
Moisturising  Lotion  and 
Purifying  Skin  Toner  (£4.19)  will 
be  available  for  sale  through 
independents  from  the 
beginning  of  April. 
Smith  &  Nephew  Consumer 
Products  Ltd. 
Tel:  0121  327  4750. 
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Cambridge  Counterpari 

Pharmacy  Assistant  Development 

Update 


Some  new  products  have  been  introduced  and  legal 
changes  made  since  Cambridge  Counterpart  was  first 
published  in  1995-96.  The  following  is  a  reminder  of 
these  changes,  enabling  the  modules  to  be  updated 
before  they  are  issued  to  staff. 


MODULE  8 

BOWEL 
DISORDERS 


MODULE  11 
WOMEN'S 
HEALTH/ 
CONTRA- 
CEPTION 


MODULE  2 
ACHES  AND 
PAINS 


From  September  16th 
jf)       1998  there  will  be 
/ restrictions  on  the  pack 
sizes  of  aspirin  and 
paracetamol  which  can 
be  sold  over  the  counter.  GSL  packs 
must  contain  no  more  than  16 
tablets  or  capsules,  packs  of  32  will 
be  available  as  P  medicines  and,  in 
'justifiable'  circumstances, 
pharmacists  personally  will  be  able 
to  sell  up  to  100  tablets.  A 
prescription  will  be  required  for 
more  than  100. 


ASPIRIN  - 
•  I ,      another  use 

The  benefits  of  low  daily 
doses  of  aspirin  in 
preventing  heart  attacks 
have  been  known  for  some  time. 
Low  dose  (75mg)  tablets  are 
available  for  this  purpose,  some  of 
which  are  enteric  coated  so  as  not  to 
irritate  the  stomach.  Although  they 
can  be  bought  without  prescription, 
it  is  better  for  customers  who  want 
to  take  aspirin  for  the  prevention  of 
cardiovascular  disease  to  consult 
their  doctor  first  to  see  if  it  is 
appropriate  and  to  check  the  dose. 
People  asking  for  such  products 
should  be  referred  to  the  pharmacist 
unless  they  already  have  their 
doctor's  approval. 

2.2  JOINT  AND  MUSCLE 
PAIN 

Treatment  -  new 
products 

Piroxicam  is  a  non- 
steroidal anti- 
inflammatory drug 
(NSAID)  which  has  become  available 
off  prescription  for  the  external 
treatment  of  pain  and  inflammation 
associated  with  conditions  such  as 
mild  arthritis,  sprains  and  strains. 

Felbinac  is  another  topical  NSAID, 
which  is  recommended  for  soft 
tissue  injury  such  as  muscular 
aches,  sprains  and  strains. 


MODULE  4 
SKILLS 


NHS  prescription 
*-i       charges  are  currently 
£5.80  per  item,  with 
season  tickets  costing 
£30.10  for  four  months 
and  £82.70  for  12  months.  All 
patients,  or  their  representatives, 
must  sign  the  back  of  the  form. 

Those  entitled  to  free  prescriptions 
are: 

■  Children  under  16  and  young 
people  under  19  in  full-time 
education. 

■  Men  and  women  aged  60  and 
over. 

■  Pregnant  women  and  those  who 
have  had  a  baby  in  the  last  12 
months,  providing  they  have  an 
exemption  certificate  from  the 
health  authority.  Form  FW8, 
from  doctors,  midwives  or 
health  visitors,  explains  how  to 
obtain  this  certificate. 

■  Patients  (and  their  partners)  on 
income  support,  family  credit, 
job  seekers'  allowance  and 
disability  working  allowance. 

■  Those  with  a  specific  medical 
condition,  who  have  an 
exemption  certificate  from  the 
health  authority.  They  must 
apply  for  the  certificate  using 
form  FP92A  (EC92A  in 
Scotland). 

■  NHS  Low  Income  Scheme 
members  and  their  adult 
dependants. 

■  People  who  have  a  specific 
War/Ministry  of  Defence 
disability  pension. 

■  Holders  of  current  four-  or 
12-  month  'season'  tickets. 

Further  changes  in  the  prescription 
form  are  expected  when  anti-fraud 
measures  are  introduced  in  April. 


8.1  CONSTIPATION 
Treatment 

The  Medicines  Control 
Agency  has 
recommended  that 
phenolphthalein,  a 
stimulant  laxative,  should  become 
prescription  only.  No  decision  had 
been  made  at  the  time  of  going  to 
press. 

8.3  IRRITABLE  BOWEL 
SYNDROME 

Treatment  -  new 
product 

Mebeverine 
hydrochloride  is  an 
antispasmodic  which 
has  become  available  off 
prescription.  It  is  not  recommended 
for  children  under  10.  Pregnant  and 
breast-feeding  women  should  be 
referred  to  the  pharmacist. 

As  with  other  treatments  for 
irritable  bowel  syndrome,  it  should 
only  be  used  if  the  doctor  has 
diagnosed  this  condition. 

8.6  HAEMORRHOIDS 

Treatment  -  new 
product 

Pramoxine  is  a  local 
anaesthetic,  which  is 
available  as  a  cream 
combined  with  hydrocortisone  to 
relieve  the  pain,  irritation  and 
swelling  of  piles.  It  is  not 
recommended  for  anyone  under  18 
years  old,  nor  for  pregnant  or 
breast-feeding  women.  Avoid 
contact  with  barrier  contraceptives 


11.6  PREMENSTRUAL 
SYNDROME 


There  are  plans  to 
make  vitamin 
preparations 
containing  more  than 
50mg  vitamin  B6 
prescription  only,  but  the 
necessary  legal  changes  had  not 
been  made  at  the  time  of  going 
to  press. 

11.9  THRUSH 


The  statement  that 
'oral  fluconazole 
stops  itching  in  a 

  couple  of  hours' 

should  be  replaced 
with  'fluconazole  starts  working 
as  soon  as  it  is  absorbed,  after 
two  hours,  and  improvement  is 
usually  felt  within  24  hours'. 

11.11  CONTRACEPTION 


■a 


Persona  is  a  new 
natural  method  of 
contraception  that 
identifies  those  days 
in  a  woman's  monthly 
cycle  when  she  is  least  likely  to 
become  pregnant  and  therefore 
does  not  need  to  use  a 
contraceptive.  It  works  by 
measuring  changes  in  urine  levels 
of  an  oestrogen  and  of  luteinizing 
hormone,  which  indicate  the 
beginning  and  end  of  a  woman's 
most  fertile  period.  A  personal 
monitor  stores  these 
measurements  and  shows  by 
green  and  red  lights  whether  or 
not  she  can  have  intercourse 
without  using  a  contraceptive.  Its 
94  per  cent  reliability  means  a 
failure  rate  of  one  in  17,  so  it 
should  be  recommended  only  for 
women  who  would  not  regard 
pregnancy  as  completely 
unacceptable.  Women  taking 
other  medicines,  particularly 
hormones,  tetracyclines  and 
fluconazole  should  be  referred  to 
the  pharmacist. 
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Update 


MODULE  12 
HEALTHY  LIFESTYLES 


Ispaghula 


f 


Fibre  -  new  product 

A  preparation  of  ispaghula  husk  in 
granule  form  (Fybozest)  has  become 
licensed  for  the  reduction  of  mild  to 
moderately  raised  cholesterol  levels. 
It  must,  however,  be  taken  with  a  low  fat  diet  (ie 
one  in  which  no  more  than  25-30  per  cent  of 
calorie  intake  comes  from  fats). 


Customers  wishing  to  know  if  the 
product  is  suitable  for  them  should 
be  referred  to  the  pharmacist. 


MODULE  13 
HAY  FEVER  AND 
FIRST  AID 


13.1  HAY  FEVER 
Treatment 

Antihistamines  -  new 
product 

Azelastine  is  an  antihistamine  given 
in  the  form  of  a  nasal  spray,  which 
avoids  drowsiness.  It  relieves  all  nasal  symptoms 
and,  although  it  acts  on  the  nose,  it  can  also 
reduce  streaming  eyes.  It  can  be  used  on  its  own 
as  an  alternative  to  oral  antihistamines,  or 
together  with  eye  drops  if  eye  symptoms  are  still 
troublesome. 

It  is  not  recommended  for  children.  Pregnant  and 
breast-feeding  women  should  be  referred  to  the 
pharmacist. 

No  longer  OTC 

Terfenadine  is  no  longer  available  without  a 
prescription,  following  concern  that  it  can  cause 
heart  problems  if  not  used  correctly. 

13.2  FIRST  AID 


|  The  recommended  recovery  position 
j  is  no  longer  as  shown.  St  John 
I  Ambulance,  St  Andrew's  Ambulance 
j  Association  and  the  British  Red 
Cross  recommend  placing  the  arms 
in  a  different  position  as  shown  in  the  diagram 
below.  The  lower  arm  lies  straight  behind  the 
patient's  back.  The  other  arm  is  placed  under  the 
head  with  the  knuckles  against  the  cheek  and 
supporting  the  head. 


PHARMACISTS'  BRIEFING 

1.  SUMMER  HEALTHCARE 


As  advice  on  malaria  prophylaxis  is 
constantly  changing,  it  is 
recommended  that  the  latest  advice 
is  obtained  from  sources  such  as  the 
Malaria  Reference  Laboratory  whose 
telephone  numbers  are  listed  in  the  BNF 


ht  you  the  Cambridge  Counterpart 

macy  counter  assistants  - 

it  and  Whitehall  Laboratories 
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Jow  on  prescription  -  a  new  formu 
for  proven  lactose  intolerance. 


SMA  LF  BRINGS  WELCOME  RELIEF 
FOR  YOUR  CUSTOMERS 

Research  demonstrates  that  up  to  50%  of  babies 
th  acute  gastroenteritis  (especially  rotaviral)  have 
)st  diarrhoeal  lactose  intolerance1  for  an  average 
4-8  weeks.2 

During  this  time  it's  important  to  minimise 
iding  disruption.  As  the  only  whey-based  formula 
thout  lactose,  SMA  LF  has  a  familiar  taste  to 
f/p  the  baby  gently  return  to  standard  formula 
tthout  regrading. 


SMA  LF  is  nutritionally 
complete  and  can  be  used  from 
birth  onwards,  so  parents  can 
be  reassured  that  their  babies 
are  receiving  the  nourishment 
they  need  whilst  they  recover. 

HOW  CAN  SMA  LF  BENEFIT  YOUR  PHARMACY? 

SMA  LF  is  'ACBS'  approved  and  is  being  heavily 
promoted  to  doctors  and  health  visitors  to  generate 
prescriptions  and  recommendations  -  so  make  sure 
you  have  SMA  LF  in  stock. 


Nutrition,  Huntercombe  Lane  South,  Taplow,  Maidenhead,  Berks,  SL6  OPH.  Tel:  0345  762900:  For  enquiries  in  the  Republic  of  Ireland:  SMA  Nutrition, 
outh  Circular  Road,  Islandbridge,  Dublin  8.  Tel:  1  800  409446. 


IMPORTANT  NOTICE:  Breast  feeding  is  best  for  babies.  SMA  LF  is  a  nutritionally  complete  formula,  suitable  from 
birth  onwards  for  infants  and  children  who  are  intolerant  to  lactose.  This  product  is  not  suitable  for  individuals  who 
suffer  from  galactosaemia  or  those  requiring  a  galactose  free  diet.  Medical  guidance  should  always  be  sought. 


FENCES:  1.  Saavedra  JM,  et  al.  Current  Concepts  in  Lactose  Malabsorption  and  Intolerance.  Annu.  Rev.  Nutr  1989;9:  475-502.    2.  Davidson  CP,  et  al. 
"ice  and  duration  of  lactose  malabsorption  in  children  hospitalised  with  acute  enteritis:  Study  in  a' well-nourished  urban  population.  The  Journ  of  Paed 
05:  4  587-590.  *  SMA  and  SMA  LF  are  Trade  Marks.  Z730018/2/98 


VETERINARY  MEDICINE 


Turning  the  worm 


Dr  Michael  Jepson 
FRPharmS,  in  his  third 
article  on  companion 
animal  health  care, 
looks  at  the  parasitic 
worms  that  affect  cats 
and  dogs,  and  how  they 
should  be  treated 

Worms  are  endemic  in 
free  ranging  animals, 
from  cats  to  cattle. 
Good  animal  hus- 
bandry means  that  reg- 
ular worming  programmes  are 
necessary  and  must  be  adhered 
to.  This  ensures  that  the  animals 
concerned  are  maintained  in  the 
best  of  health. 

Internal  parasitic  worms  occur 
widely  in  all  animals,  affecting 
the  intestinal  tract  in  particular, 
but  also  other  organs,  tissues 
and  systems  such  as  the  lungs 
and  blood. 

Dogs  and  cats  are  mainly 
infected  by  two  types  of  worms, 
nematodes  (roundworms)  and 
cestodes  (tapeworms). 
•  Roundworms  The  life  cycle  of 
roundworms  is  illustrated  in  Fig- 
ure 1.  From  eggs  in  faeces  in  the 
garden,  on  the  pavement  or  ken- 
nel floor,  development  is  through 
several  larval  stages,  involving 
moulting,  until  the  young  adult 
worm  stage  is  reached  in  the 
host.  The  adult  worm  produces 
eggs  and  the  cycle  continues. 

The  most  important  roimd- 
worm  to  infect  dogs  is  Toxocara 
canis,  which  inhabits  the  small 
intestine.  Infection  can  be 
passed  to  developing  pups  in  the 
womb  (prenatally)  and  from  the 
milk  of  lactating  bitches  to  her 
pups,  so  it  is  very  common  in 
dogs  under  six  months  old. 

Almost  all  pups  are  bom  with 
prenatally  acquired  infection. 
Death  may  occur  from  lung  dam- 
age within  a  few  days  if  young 


puppies  are  heavily  infected  at 
birth.  It  is  therefore  most  impor- 
tant that  a  veterinary  surgeon 
should  be  consulted  about  the 
worming  of  pregnant  bitches. 

If  mating  is  planned,  then 
anthelmintics  may  be  given  in 
accordance  with  the  product 
manufacturer  's  directions  before 
mating,  45  days  after  the  start  of 
pregnancy  and  after  the  puppies 
are  bom. 

It  usually  takes  about  28  days 
for  eggs  from  faeces  to  become 
infective,  so  that  freshly  passed 
faeces  are  not  considered  to  be  a 
risk,  providing  that  the  faeces 
are  promptly  removed.  The 
attention  now  being  given  to 
restricting  dogs  from  children's 
play  areas  in  public  parks  is  long 
overdue. 

The  Dogs  (Fouling  of  Land) 


Act  1996  makes  provision  for  the 
control  of  dog  fouling  to  be  regu- 
lated by  local  authorities.  The 
legislation  applies  to  any  land 
which  is  open  to  the  air  to  which 
the  public  are  allowed  access, 
with  or  without  payment. 

There  are  exceptions  which 
include  agricultural  land  and 
woodlands  as  well  as  highways 
with  a  speed  limit  of  more  than 
40  miles  per  hour. 

Incidentally,  informed  opinion, 
including  that  of  veterinarians, 
considers  the  edge  of  the  pave- 
ment or  gutter  to  be  a  preferable 
place  for  defecation,  as  faeces 
will  usually  be  washed  away  by 
rain. 

The  eggs  of  Toxocara  have 
thick  shells  and  are  able  to  sur- 
vive for  many  years  on  grass 
or  in  the  soil.  The  larvae  repre- 


sent a  human  health  risk, 
because  following  ingestion 
they  can  migrate  in  human  tis- 
sue and  are  associated  with 
visual  disturbances,  especially 
in  young  children. 

There  is  a  risk  to  young  chil- 
dren in  particular,  from  playing 
in  areas  frequented  by  dogs,  who 
inadvertently  become  infected 
as  a  consequence.  Though  now 
rare  in  Britain  as  a  result  of 
prompt  treatment,  occasional 
cases  of  blindness  have  resulted 
from  Toxocara,  but  infection  can 
also  cause  severe  illness. 

Research  in  the  1970s  did  indi- 
cate that  about  2  per  cent  of 
adults  in  the  UK  were  positive  to 
toxocaral  skin  testing. 

The  cat  roundworm,  Toxocara 
cati,  has  a  similar  life  cycle  to 
that  of  T.  canis,  but  there  is  no 
prenatal  transplacental  infection 
of  the  unborn.  Infection  from  the 
milk  of  lactating  queens  does 
occur  and  is  of  correspondingly 
greater  significance.  Infection 
may  also  be  acquired  by  ingest- 
ing eggs. 

After  eggs  have  hatched  to 
form  larvae,  they  migrate 
through  the  liver  and  lungs 
before  being  coughed  up  and 
swallowed  and  then  developing 
into  egg  laying  adults. 

As  a  consequence,  kittens 
need  worming  slightly  differ- 
ently to  pups,  and  a  pharmacist's 
understanding  and  knowledge 
of  such  differences  can  give 
considerable  reassurance  to  pet 
owners  when  explaining  dosage 
regimens.  There  seems  to  be  lit- 
tle evidence  that  there  is  a 
zoonotic  human  health  problem 
from  T.  cati. 

Clinical  effects  are  not  evident 
in  either  cats  or  dogs,  unless 
there  is  a  particularly  large  worm 
burden.  Contrary  to  popular 
belief,  a  cat  or  dog  can  have 
worms  without  showing  symp- 
toms, and  worms  are  not  nor-| 
mally  visible  in  faeces  as  it  is  the 
egg  stage  of  the  parasite's  life 
cycle  which  is  passed.  Segments! 
of  tapeworm  are  the  exception, 
and  may  be  visible  without  mag- 
nification. 

Other  roundworms  in  dogs 
include  hookworm  and  whip- 

Continued  onP2Q> 
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worm.  Both  arc  relatively 
uncommon  and  are  mainly  found 
in  kennelled  dogs  such  as  grey- 
hounds. The  hookworm  native  to 
the  UK  is  Uncinaria  steno- 
cephala,  and  infection  is  by 
ingesting  larvae  in  bitch's  milk  or 
by  larvae  penetrating  the  skin. 
Mild  anaemia  or  skin  reactions 
may  r  esult. 

Tropical  species  of  hookworm 
are  mainly  found  in  quarantined 
dogs,  and  it  is  worth  recognising 
that  quarantine  is  not  just  about 
rabies.  Whipworm  (Trichiu/s 
vulpis)  infection  is  by  ingesting 
the  eggs  and  may  c  ause  intermit- 
tent diarrhoea. 

Not  all  anthelmintics  treat 
hookworm  and  whipworm  infec- 
tions and,  if  such  infection  is  sus- 
pected, pet  owners  should  con- 
sult their  vet  for  accurate  diagno- 
sis and  specific  treatment. 
•  Tapeworm  (cestodes)  Dipy- 
I  id  i  um  caninum  is  the  most 
common  tapeworm  in  both  cats 
and  dogs.  The  life  cycle  includes 
an  intermediate  host  -  the  flea.  It 
is  thus  essential  to  ensure  good 
flea  control  to  restrict  infection. 

The  life  cycle  involves  gravid 
(ie  pregnant)  segments  which 
are  passed  out  of  the  anus,  sub- 
sequently shedding  their  eggs. 
Flea  larvae  ingest  the  eggs, 
becoming  infected.  The  resulting 
adult  flea,  nurturing  the  larvae,  is 
eaten  by  a  cat  or  dog  which  is 
consequently  infected  by  the 
worm. 

The  flea  life  cycle  is  the  time 
controlling  factor,  which  means 
that  re-infection  can  occur  in 
three  weeks. 

Treating  worms 

The  more  effective  products 
licensed  to  treat  roundworms 

Key  points  for  pet 
owners  to  be  aware 
of  and  respond  to 

•  Good  health  requires  a 
preventive  health  programme 
which  includes: 

a)  suitable  diet  and  exercise 

b)  worming,  flea  control  and 
vaccination 

c)  annual  veterinary  check 

•  Hygiene: 

a)  pets  should  have  their  own 
bedding  and  feeding  utensils, 
washed  and  kept  clean, 
separately  from  those  for  human 
use.  Many  pet  owners  fail  to 
fully  understand  or  recognise 
the  significance  of  this 

b)  personal  hygiene  requires  the 
hands  to  be  washed  after 
handling  pets 

c)  when  exercising  their  pet 
dog,  owners  should  take  and 
use  a  poop  scoop  or  Canadian 
style  Teddy  bags' 


and  tapeworms  are  classified  as 
PML,  and  so  may  only  be  sup- 
plied to  pet  owners  from  phar- 
macies and  veterinary  practices. 
Table  1  summarizes  most  of  the 
products  included  in  the  'Veteri- 
nary Products  Compendium'. 

Reference,  especially  concern- 
ing dosage  in  relation  to  the 
weight  and/or  age  of  the  pet  cat 
or  dog,  must  be  made  to  the 
owner  information  leaflet  sup- 
plied with  product  packs  and, 
where  relevant,  to  the  Data 
Sheet.  The  importance  of  these 
information  sources  cannot  be 
overemphasised. 

Cats  can  be  conveniently 
weighed  in  a  cat  box  on  bath- 
room scales,  and  dogs  by  differ- 
ence, when  the  owner  is  weighed 
with  and  without  holding  the 
dog. 

For  kittens,  routine  worming 
should  be  carried  out  at  four  to 
six  weeks  of  age,  followed  by 
regular  doses  every  three  weeks 
up  to  four  months.  Subsequently, 
worming  should  be  two  to  four 
times  a  year  in  accordance  with 
the  product  information. 

Puppies  should  be  wormed 
fortnightly  from  two  weeks  of 
age  until  three  months  old,  then 
monthly  until  six  months  old  and 
thereafter  at  least  every  six 
months  in  accordance  with  the 
product  information. 

Some  manufacturers  provide 
recor  d  cards  to  aid  pet  owners.  If 
necessary,     pharmacists  can 


Figure  1:  Roundworm  (Nematode)  life  cycle 
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assist  by  supplying  the  RPSGB 
leaflet,  previously  referred  to, 
which  includes  a  record  section. 

The  acceptability  of  medication 
by  pets,  especially  by  cats,  can  be 


an  issue  and  can  influence  the 
choice  of  product.  The  availabil- 
ity of  medication  in  suspension,  I 
powder  or  granule  form  may  be  [ 
preferable  in  such  situations. 


Table  1:  Products  for  treatment  of  worms  in  cats  and  dogs 


Product  name 


Droncit  (Bayer) 


Drontal  Cat  (Bayer) 
Drontal  Plus  (dogs) 
(Bayer) 

Lopatol  lOO(Ciba) 
Lopatol  500 
Troscan  (Chanelle) 

Panacur  (Hoechst) 
(Three  day  course 
in  pup  or  kitten) 
Zerofen  (Chanelle) 

Canovel  (Pfizer) 
Catovel  (Pfizer) 
Citrazine  (Solvay-Duphar) 
Companion  (Battle 
Hayward  &  Bower) 
Endorid  (Pfizer) 
Pipracare  (Animal  Care) 
and  several  generic 
products 

Telmin  KH  (Janssen) 


Active 
ingredient 

praziquantel 


praziquantel 


nttroscanate 


fenbendazole 


piperaztne 


Worms 
treated 

tapeworms 


tapeworms 
and  roundworms 
(inc  echinococcus) 

tapeworms  and 
roundworms 


tapeworms  and 
roundworms  (not 
dipylidium) 


roundworms 


Cats       Dog  Category 


✓  ✓  tablets  GSL 

injection  POM 

✓  ✓  tablets  PML 


tablets  GSL 


✓  ✓      oral  suspension  PML 

oral  granules  PML 

✓  ✓  granules  PML 

✓  ✓         tablets  GSL  also 

syrup  GSL 


Strongid  (Pfizer) 

nHRI 


mebendazole 


pyrantel 


roundworms 
tapeworms 
whipworm 
hookworm 


tablets  PML 


roundworms 
hookworms 


paste  PML 
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Disease  management  -  a  future 
role  for  the  pharmacist? 

Michael  Petitt,  of  the  pharmacy  department  at  the  Royal  Sussex  County  Hospital,  Brighton,  looks  at  what 
disease  management  entails,  and  how  pharmacists  might  participate 


The  exact  position  of  dis- 
ease management  in  UK 
health  care  is  uncertain 
since  the  change  in  gov- 
ernment. We  do  know  that 
New  Labour  is  committed  to  the 
development  of  local  commis- 
sioning of  health  care  through 
the  creation  of  primary  care 
groups  involving  all  GPs  and 
community  nurses  in  an  area. 

It  will  commission  services  that 
reflect  the  needs  of  the  local  pop- 
ulation. In  addition,  there  will 
be  closer  co-operation  between 
health  and  social  services,  and  a 
continued  emphasis  on  primary 
care  developments. 

The  government  will  also  estab- 
lish a  new  National  Institute  for 
Clinical  Excellence,  which  will 
give  a  strong  lead  on  clinical  and 
cost-effectiveness  and  develop 
guidelines  based  upon  the  latest 
evidence.  The  National  Prescrib- 
ing Centre  will  review  the  litera- 
ture supporting  the  introduction 
of  new  drugs  into  the  NHS. 

All  of  these  developments  will 
take  place  under  continuing  cost 
restraint  -  new  money  is  likely 
to  be  limited,  just  meeting  infla- 
tion. 

UK  managed  care? 

What  the  government  is  propos- 
ing is  a  managed  care  health  sys- 
tem, reviewing  the  evidence  and 
outcomes  to  get  the  best  value 
for  money.  In  the  US,  managed 
care  has  been  accused  of  being  a 
cost  cutting  exercise,  denying 
patients  treatments  because  they 
are  too  expensive.  This  is  a  seri- 
ous accusation  if  it  is  true,  but  if 
it  only  denies  access  to  'useless' 
treatments,  then  it  should 
improve  resource  management. 

Within  managed  care  lies  dis- 
ease management.  By  improving 
the  treatment  of  disease  by  the 
introduction  of  and  adherence  to 
clinical  guidelines  based  upon 
the  best  evidence  available,  dis- 
ease management  can  achieve  its 
goals  of  improvement  in  out- 
comes and  cost  minimisation. 

Some  argue  that  the  NHS  is 
already  a  managed  care  service, 
but  managed  care  is  about  out- 
comes and  responsibility  for 
treatment.  We  know  that  clini- 
cally effective  treatments  are  not 
always  used,  sometimes  through 
patient  choice  and  sometimes 
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through  the  bias  or  ignorance  of 
the  health  care  professionals. 

We  do  not  always  have  infor- 
mation about  the  outcomes  of 
our  interventions  and  we  know 
that  there  remain  issues  of 
responsibility  for  the  prescribing 
of  medicines  at  the  primary  and 
secondary  care  interface. 

In  the  management  of  disease, 
the  use  of  medicines  is  integral. 
Used  properly,  they  are  very  cost- 
effective.  In  the  US,  pharmacy 
benefit  management  (PBM)  com- 
panies help  the  purchasers  of 
health  care  -  the  employers  and 
insiu  ers  -  to  control  drug  costs. 

This  is  done  partly  through  dis- 
ease management  programmes, 
described  above,  but  also 
through  the  use  of  generics,  for- 
mulary management,  negotiation 
of  pr  ice  paid  for  drugs  and  tying 
in  preferred  physicians  and  phar- 
macies wher  e  patients  can  go  for 
their  consultations  and  medi- 
cines, or  indeed  using  mail-order 
for  the  supply  of  medicines. 

This  has  led  to  the  squeezing  of 
professional  fees  and  profit  mar- 
gins for  community  pharmacists, 
doctors  and  the  pharmaceutical 


industry.  PBMs  were  such  a 
threat  to  US  pharmaceutical 
industry  profits  that  companies 
responded  by  purchasing  several 
of  the  larger  PBMs  and  moving 
into  disease  management. 

Merck  led  the  way  with  the  pur- 
chase of  Medico  in  1993,  and  in 
1994  Diversified  Pharmaceutical 
Services  was  bought  by  Smith- 
kline  Beecham  and  PCS  Health 
Systems  by  Eli  Lilly. 

These  purchases  gave  the  drug 
companies  valuable  information 
about  drug  usage  and  expendi- 
ture, not  only  on  their  own  prod- 
ucts but  also  on  those  of  their 
competitors. 

The  global  nature  of  the  phar- 
maceutical industry  means  that 
beneficial  developments  will  be 
implemented,  while  those  not  so 
favourable  are  countered.  It  is, 
therefore,  not  surprising  to  note 
that  several  companies,  or  sub- 
sidiaries, have  been  promoting 
and  trying  to  contract  for  their 
disease  management  packages, 
as  a  method  of  maintaining  and 
improving  their  market  share. 

In  December  1994,  the  NHS 
Executive  published  EL(94)94  - 


'Commercial  Approaches  to  the 
NHS  Regar  ding  Disease  Manage- 
ment Packages'-.  This  stated  that 
'exploratory  dialogue  between 
companies  and  the  NHS  may  con- 
tinue', but  'no  deals  are  possible'. 

This  Executive  letter  was  can- 
celled in  1996.  Since  then,  two  fol- 
low-up draft  discussion  papers 
have  been  issued,  but  no  further 
guidance  was  issued  before  the 
general  elec- 
tion. The  latest 
government 
proposals  on 
clinical  excel- 
lence and  evi- 
dence-based 
practice  would 
support  the 
introduction  of 
managed  care 
and  disease 
management. 

In  effect, 
disease  man- 
agement packages  have  been 
established  in  the  areas  of  gas- 
trointestinal disease,  asthma, 
renal  disease,  diabetes  and  psy- 
chiatry 

Limitations 

Disease  management  packages, 
particularly  if  provided  by  indus- 
try, are  limited  in  what  they  can 
achieve  because  of  the  nature  of 
disease  and  needs  of  individuals. 

As  we  age,  we  increasingly  suf- 
fer disease,  often  several  at  the 
same  time.  With  diabetes,  appro- 
priate management  and  use  of 
medicines  based  upon  the  best 
evidence  available  may  delay  the 
onset  of  complications,  but  what 
happens  when  they  occur? 

Does  the  patient  have  several 
disease  management  packages? 
Who  takes  the  overall  responsibil- 
ity for  co-ordinating  all  of  the 
treatments?  It  is  unlikely  that  one 
pharmaceutical  company  will  be 
able  to  meet  all  the  patient's  needs. 
Will  this  result  in  improved  co- 
operation between  companies? 

What  happens  if  the  evidence 
for  the  management  of  a  particu- 
lar disease  changes  to  favour  a 
competitor's  product?  Will  the 
patient  receive  less  effective  ther- 
apy or  will  the  drug  company  pro- 
vide the  competitor's  product? 

The  answers  are  not  clear,  but 

Continued  on  P24> 
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the  questions  indicate  that  dis- 
ease management  packages  are 
not  by  themselves  the  best  way 
forward.  What  is  needed  is  a 
managed  care  system  that  will 
co-ordinate  the  patient's  treat- 
ments, but  is  devolved  from  com- 
mercial interests.  This  is  an  ideal 
role  for  PBMs. 

Pharmacy  benefits? 

PBMs  in  the  US  have  not  bene- 
fited community  pharmacy.  US 
community  pharmacists  find 
themselves  in  the  same  situation 
as  those  in  the  UK,  where  the 
value  of  professional  fees  for  dis- 
pensing has  been  eroded  over  the 
years.  But  they  also  have  the  issue 
of  mail  order  to  contend  with. 

The  continued  pressure  to 
reduce  expenditure  on  medi- 
cines, including  supply  costs,  is 
why  we  must  look  for  new 
opportunities  to  develop  our  pro- 
fessional role,  demonstrate  our 
worth  and  receive  payment  for 
our  knowledge  base,  not  our 
technical  (supply)  role. 

Supply  c  an  be  automated  or 
centralised  producing  economies 
of  scale.  Mail  order  is  t  hr  eat  ening 
to  pharmacists,  but  consider  it 
from  the  house-bound  patient's 
point  of  view.  Inst  ead  of  having  to 
struggle  to  the  GP's  surgery  and 
then  to  the  pharmacy,  their  medi- 
cine arrives  by  post  directly  to 
their'  home  when  needed. 

What  is  important,  for  these 
patients,  is  that  the  treatment  is 
the  best,  based  upon  the  clinic  al 
evidence  and  his/her  needs.  It  is 
important  that  the  patient  has 
access  to  information  about  then 
treatment  and  is  able  to  discuss 
problems  that  may  occur. 

One  aim  would  be  to  get  the 
patient  to  agree  to  take  the  medi- 
cine in  order  to  get  the  maximum 
benefit  from  it.  All  of  this  can 
be  fulfilled  by  the  pharmacist  giv- 
ing professional  advice  in  the 
patient's  home.  It  would  mean  a 
change  in  the  way  that  commu- 
nity pharmacy  is  funded,  but  that 
should  not  be  impossible  given 
the  problems  with  the  present 
system. 

So  if  pharmacy  is  to  benefit 
from  the  introduction  of  disease 
management  through  PBM  and 
managed  care,  how  should  it  posi- 
tion itself? 

To  answer  this  we  need  to  con- 
sider if  there  is  a  problem  and  if 
there  are  savings  to  be  made?  In 
1994,  the  Audit  Commission 
reviewed  primary  care  prescrib- 
ing.'  It  identified  a  potential  saving 
of  £425  million  per  annum  from: 

•  class  substitution  of  compara- 
ble but  cheaper  drugs  (525m  ) 

®  more  generic  prescribing 
(£50m) 

•  restricting  the  prescribing  of 
drugs  of  limited  value  (£45m) 

9  appropriate  use  of  expensive 
treatments  (£30m ) 
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Table  1:  Potential  problems  and  benefits  if  problems  addressed 


Problem 

Inappropriate  prescribing 
eg  antibiotics  for  viral 
infection,  inappropriate 
dose  based  upon  patient's 
renal  function 

Poor  recording  of 
patient's  drug 
sensitivities 

Poor  knowledge  of 
patient's  drug  therapy 

Repeat  prescribing  of 
treatment  no  longer 
effective,  indicated 
or  necessary 

Poor  communication 
between  secondary  and 
primary  care  services 

Poor  compliance  with 
effective  therapy 


Benefit  to  patient 
Reduced  exposure  to 
drug  and  reduced  risk 
of  adverse  drug  reaction 
and  toxicity 

Reduced  risk  of  adverse 
drug  reaction 

Reduced  risk  of  drug 
interactions 

Reduced  risk  of 
ineffective  treatment 


Reduced  risk  of 
duplication  of  therapy 

Reduced  risk  of 
morbidity/mortality 


Potential  for  savings 
Savings  through  reduced 
use  and  prescribing.  Reduced 
morbidity  -  hospitalization 


Reduced  wastage  of  unused 
medicines.  Reduced 
hospitalization 

Reduced  wastage  of  unused 
medicines.  Reduced  hospitalization 


Reduced  wastage 


Reduce  wastage.  Reduced 
hospitalization 


Reduced  wastage.  Reduced 
hospitalization 


•  reducing  over-prescribing 
(£2 75m). 

Little  progress  has  been  made. 

Table  1  shows  other  areas  where 
problems  can  occur  which,  if 
addressed,  benefit  the  patient  and 
could  offer  further  opportunities 
for  savings  to  be  achieved.  Other 
benefits  would  accrue  economi- 
cally with  the  reduction  in  absence 
from  work  due  to  sickness. 

The  primary  care  drugs  bill  for 
the  NHS  in  England  for  1997/98  is 
£4.02bn.  Estimates  of  non-com- 
pliance (in  that  the  medicine  is 
taken  incorrectly)  rates  are 
between  30  and  60  per  cent. 

At  30  per  cent,  non-compliance 
could  be  costing  the  NHS  in  Eng- 
land £1.2bn.  That  is  the  equiva- 
lent to  5100,000  per  registered 
pharmacy!  US  estimates,  from 
over  a  decade  ago,1  indicated 
substantial  morbidity  and  mor- 
tality from  non-compliance  in 
c  ardiovascular  disease: 

•  over  125,000  deaths 

•  20  million  lost  working  clays 

•  $1.5  billion  in  lost  earnings. 
Other  US  data''  indicates  that: 

•  as  many  as  28  per  cent  of  all 
hospital  admissions  (over  8  mil- 
lion per  year,  at  a  cost  of  more 
than  $50bn,  are  attributed  to 
drug  related  morbidity 

•  18-23  per  cent  of  patients  are 
in  nursing  homes  because  they 
are  unable  to  administer  their 
medicines 

•  40  per  cent  of  hysterectomies 
are  unnecessary 

•  60  per  cent  of  pre-op  labora- 
tory tests  are  unnecessary 

•  14  per  cent  of  all  coronary 
artery  bypass  gr  afts  are  unneces- 
sary. 

We  are  all  aware  of  the  amount 
of  unused  medicines  that  are 
destroyed.  In  1996,  a  DUMP  cam- 
paign in  Br  adford'  estimated  that 
the  average  cost  of  medicines 
destroyed  was  £8,387  per  phar- 
macy.  Nationally,   with  12,000 


pharmacies,  this  would  be  SlOOm. 

It  has  been  estimated  that 
£70,000  per  year-  per  NHS  Trust 
could  be  saved  if  patient's  own 
medication  was  used  during  hos- 
pital stay  and  re-issued  on  dis- 
charge7, instead  of  what  currently 
happens  when  most  is  destr  oyed. 

To  be  effective,  any  disease 
management  package  must 
impr  ove  patient  outcome,  reduce 
patient  risk,  delay  or  stop  disease 
progression,  reduce  unnecessary 
interventions  and  prevent  unnec- 
essary hospital  admission.  These 
goals  are  critical  success  factors 
that  can  be  monitor  ed. 

From  treatment  protocols,  care 
plans  and  pathways  could  be 
developed  for  individual  patients. 
Non-pharmaceutical  interven- 
tions including  social  care  sup- 
port need  to  be  considered  and 
will  be  in  line  with  the  Govern- 
ment's plan  for  better  integration 
of  health  care  and  social  services. 

For  patients  with  multiple 
pathologies,  there  would  be  a 
need  to  implement  several  dis- 
ease management  packages.  This 
is  where  PBMs  could  be  of  bene- 
fit and  pharmacists  could  be  very 
effective  in  this  role,  providing 
support  to  prescribers,  and  other 
health  pr  ofessionals  and  monitor- 
ing compliance  and  outcomes. 

Pharmacists  could  develop 
pharmaceutical  care  plans, 
agreed  with  the  patient  and  doc- 
tor, automatically  modifying 
treatment  within  parameters 
specified  in  the  care  plan  and 
'prescribing'  where  necessary. 

To  achieve  this,  pharmacists 
must  group  together.  Key  to  the 
development  of  a  PBM  role  is  the 
support  of  the  health  authority, 
through  the  pharmaceutical 
adviser  and  liaison  with  sec- 
ondary care  through  the  phar- 
macy department  -  after  all,  the 
interface  issues  have  not  been 
fully  addressed  yet.  We  also  need 


Table  2:  How  can 
disease 

management  help? 

•  Evidence-based  practice 

•  Formularies/protocols 

•  Audit/drug  utilization  review 

•  Improved  monitoring 

•  Education  support  for 
prescribers  and  patients 

•  Outcomes 

•  Non-pharmaceutical 
interventions 

•  Care  pathways 

to  strengthen  relationships  with  I 
local  GPs. 

We  work  with  an  absence  of  I 
knowledge  of  the  patient's  med-  I 
ical  condition  and  history.  How  I 
can  we  judge  whether  treatment  is  I 
appropriate?  Even  if  we  do  not  I 
progress  a  role  in  disease  manage-  j 
merit,  we  still  need  access  to  the  I 
patient's  medical  record  in  order  I 
to  benefit  the  patient  and  to  enable  | 
us  to  exercise  our  judgment. 

How  is  this  going  to  be  paid  I 
for?  Well,  if  PBMs  and  disease  I 
management  packages  influence  | 
compliance  and  drug  wastage, 
and  improve  prescribing  and  out-  j 
comes,  there  will  cost  savings. 

We  will  need  to  keep  abreast  of  I 
developments  in  primary  care  I 
groups  and  get  involved  wit  h  t  hem  i 
early,  promoting  pharmacy's  j 
knowledge  base  and  the  benefits  il 
that  it  brings  to  patient  care. 

We  may  have  to  delegate  some  1 
or  all  of  our  supply  function,  but  I 
would  that  be  such  a  bad  thing?  | 
Primary  and  secondary  care  drug 
budgets  will  merge.  How  long 
will  it  be  before  HAs  begin  to 
explore  whether  it  is  more  cost 
effective  tj>  obtain  supplies  from 
community   pharmacy   (where  I 
prescriptions  are  VAT  exempt) 
or  from  hospitals  (where  dis-  j 
counts  may  be  available)? 
References  available  on  request.  ! 
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Now  it's  even  easier  to  recognise,  store  and  dispense  Scholl  Compression  Hosiery. 
The  Number  One  Brand  has  been  repackaged  and  renamed  to  make  it  simpler  for 
both  healthcare  professionals  and  patients  to  choose  and  use.  All  products,  Class  L, 
II  and  IE  are  now  called  Softgrip,  and  come  in  new  colour  coded  packs,  with  a  bar 
end  label,  for  ease  of  display  and  identification  But  the  product  range  remains  the 
same  -  continuing  to  give  you  the  confidence  to  stock  the  Softgrip  range,  and 
dispense  Scholl  -  the  leading  name  in  Compression  Hosiery. 


The  Professional  s  Choice 


SUN  CARE 


Playing  safe  in  the  sun 


There  has  been  a  slow  change  in  attitude  to 
sunbathing,  but  as  Sarah  Purcell  discovers,  there's 
still  some  way  to  go 


Every  year  there  are  over 
40,000  new  reported  cases 
of  skin  cancer  -  the  true 
figure  is  probably  far 
higher  -  and  of  these 
about  4,400  are  the  potentially 
fatal  malignant  melanoma  type, 
which  one  in  three  people  die  of. 

Skin  cancer  is  now  the  second 
commonest  cancer  in  Britain,  and 
malignant  melanoma  is  one  of  the 
few  cancers  to  affect  the  young, 
being  particularly  prevalent 
among  20-34-year-old  women. 

Experts  now  t  ell  us  it  takes  just 
six  episodes  of  blistering  sun- 
burn to  double  your  risk  of  devel- 
oping skin  cancer.  With  all  the 
campaigns  and  media  publicity 
about  the  dangers  of  the  sim, 
there  should  be  no  excuse  for 
ignorance  about  the  links 
between  sun  bathing  and  skin 
cancer  risk.  But  despite  all  this 
knowledge,  do  you  think  you'll 
be  selling  fewer  bottles  of 
calamine  lotion  to  soothe  sun- 
burnt skin  this  summer? 

Changing  behaviour 

Head  of  clinical  programmes  at 
the  Cancer  Research  Campaign, 
Kate  Law,  says  change  is  happen- 
ing in  some  sectors  but  not  oth- 
ers. "Mothers  of  young  children 
are  the  most  concerned  about 
the  sun  and  have  taken  the  pro- 
tection messages  very  seriously. 
We  had  lots  of  mot  hers  ringing  us 
last  summer  for  advice  and  reas- 
surance about  the  sun. 

"However,  teenagers  and 
young  adults  take  the  same  atti- 
tude as  they  do  to  smoking  -  it 
won't  happen  to  them  -  and  men 
are  still  much  less  aware  than 
women." 

At  the  Health  Education  Auth- 
ority, campaign  manager  Christo- 
pher New  says  change  is  happen- 
ing, albeit  slowly.  "We've  seen 
about  a  5  per  cent  change  in  atti- 
tudes to  tanning  in  the  past  year, 
and  the  biggest  changes  have 
been  among  20-35-year-old 
women,  who  are  worried  about 
the  effects  of  the  sun  on  their 
children.  There's  been  much  less 
change  among  young  people  and 
men." 

Although  we  don't  have  the 
consistent  hot  weather  of  the 
European  resorts,  you  can  get 
just  as  badly  sunburnt  at  home. 
This  is  a  message  which  has  been 
more  difficult  to  get  through.  "I 


think  people  do  still  keep  their 
sun  screens  just  for  holiday  use. 
We  went  into  Regent's  Park  last 
summer  with  a  film  crew  to  see  if 
attitudes  were  changing,  but 
found  lots  of  sunburnt  people. 
People  still  don't  believe  the 
British  sun  is  strong  enough  to 
bum  them,"  says  Kate  Law. 

At  Beiersdorf,  makers  of  Nivea 
Sun,  senior  product  manager 
Sarah  Nugent  agrees:  "Most  peo- 
ple buy  sunpreps  to  use  on  their 
holidays  -  we  need  to  get  the  mes- 
sage through  about  the  impor- 
tance of  protecting  your  skin  at 
home,  too.  Many  retailers  don't 
help,  purely  promoting  sunpreps 
as  'holiday'  purchases." 

Using  sun  screens 

There  was  a  lot  of  media  public- 
ity last  summer  about  how 
expensive  it  would  be  to  supply  a 
family  of  four  with  enough  sun 
screen  for  a  two-week  holiday,  if 
they  applied  it  according  to  man- 
ufacturers' instructions. 

Both  the  Health  Education 
Authority  and  Cancer  Research 
Campaign  say  this  is  missing  the 
point  about  sun  screens  -  they 
should  not  be  your  first  line  of 
defence  against  the  sun.  "Our 
advice  is  to  cover  your  body  with 
clothes  first  to  protect  from  the 
sun,  then  use  a  sun  screen  to  pro- 
tect any  exposed  areas  of  skin," 
says  Kate  Law.  "We  don't  recom- 
mend people  expose  their  whole  { 
bodies  to  the  sun  for  long  peri-  j 
ods." 

However,  whether  applied  to 
the  whole  body,  or  just  unclothed 
areas  of  skin,  few  people  apply 
sun  screen  liberally  or  frequently 
enough  for  optimum  protection.  ) 
At  Fenton  Pharmaceuticals,  Gra- 
ham Hill  says:  "I  don't  think  peo- 
ple are  using  sun  screens  cor- 1 
rectly.  They  don't  realise  that  if  | 
they  are  sweating  a  lot  then  they 
need  to  reapply  more  frequently, 
and  they  also  need  to  be  aware  of 
how  their  own  skin  reacts  to  the ! 
sun." 

In  fact,  to  cover  the  average  1 
body  takes  seven  teaspoonfuls 
(35ml)  of  sun  screen,  and  this 
should  be  repeated  every  two 
hours,  and  always  after  bathing. 


Which  SPF? 

Many  people  are  still  confused 
about  SPFs  and  star  ratings,  so 
instead  of  trying  to  work  out  your 
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everyone, 
mend  an 
especially 


skin  type  and  the  appropriate 
SPF  sun  screen  for  your  destina- 
tion, dermatologists  now  recom- 
mend at  least  an  SPF15,  wilh 
maximum  UVA  protection,  for 
"It's  safest  to  recom- 
SPF15  for  everyone, 
children,  and  adults 
should  never  use  less  than  an 
SPF8,  no  matter  what  their  skin 
type,"  says  Kate  Law. 

There  has  been  a  lot  of  debate 
over  the  usefulness  of  very  high 
factor  sun  screens,  and  many 
experts  say  they  are  little  more 
than  a  marketing  ploy.  "An  SPF15 
sun  screen  will  block  98  per  cent 
of  I IV  rays,  and  an  SPFiO  blocks 
99  per  cent.  There's  little  point 
using  anything  higher  than  that," 
says  Christopher  New. 

"We  advise  an  SPF15  for  adults, 
and  an  SPF25  for  children  and 
people  with  sun  sensitive  skin. 
Ilt's  no  good  asking  people  to 
work  out  what  factor  they  need, 
because  most  will  underestimate 
their  skin's  tendency  to  burn  In 
Britain  most  people's  skin  is  a 
type  2,  which  usually  burns  and 
rarely  tans." 

I  '.lit  there  is  a  danger  thai  high 
factor  sun  screens  may  encour- 
age people  to  stay  out  in  the  sun 
for  longer.  Whatever  factor  sun 
screen  you  use,  time  spent  in  the 
sun  should  still  be  limited  to 
avoid  damage. 

Safe  sun  advice 

•  avoid  the  sun  between  1 1am 
and  3pm 

•  cover  up  skin  with  loose 
clothing  and  wear  a  hat 

|#  seek  shade  In  the  form  of 
trees  or  other  shelter 
|#  use  a  sun  screen  of  SPF15  or 
higher  with  maximum  UVA 
protection  on  exposed  skin.  Apply 
30  minutes  before  going  outside 
and  reapply  every  two  hours 

•  use  a  waterproof  sun  screen 
if  you  spend  time  in  water 

•  protect  eyes  with  sunglasses 

•  keep  babies  out  of  the  sun 
altogether.  Cover  up  children 
with  clothes 


The  sunpreps  market 


The  boom  in  sunpreps  sales 
seen  in  recent  years  has 
slowed,  with  growth  of 
just  :J.4  per  cent  last  year 
to  S158.1m  (Nielsen).  The 
total  sun  care  market,  including 
self-tans  and  aflersun,  is  worth 
-S  1 74m  (Nielsen),  and  increased 
by  13  per  cent  last  year.  Accord- 
ing to  Taylor  Nelson  A(IB,  own 
label  now  accounts  for  almost  40 
per  cent  of  sun  screen  sales. 

Pharmacies  account  foi 
589. 4in  of  those  sales  (mcl 
Boots),  while  independents  have 
a  23.5  per  cent  share  of  the  mar- 
ket. "The  independent  sector  is 

Brand  leaders 

1.  Boots  Soltan 

2.  Ambre  Solaire 

3.  Nivea  Sun 

4.  Piz  Buin 

(Taylor  Nelson  AGB) 


UV  Flavon  is  a  new  ingredient  in 
the  Nivea  Sun  Sensitive  range, 
which  claims  to  reduce  sun 
allergy  to  virtually  nil 


being  severely  squeezed  at  the 
moment,  undei  pressure  from 
grocery  own  label  sunpreps," 
says  Sarah  Nugent,  senior  prod 
in  !  manager  for  Nivea  Sun.  She 
advises  concentrating  on  the 
brand  leaders,  where  indepen 
dents  arc  able  to  compete  on 
price  with  the  grocery  secti  ir, 

At  Windsor  Healthcare,  Sally- 
Ann  Gray  says  independents 
need  to  promote  their  stores  as  a 
place  to  gam  professional  ad\  ice 
on  sun  care  and  holiday  health, 
giving  an  advantage  over  grocery 
outlets  without  a  pharmacy  in- 
store.  She,  too,  advises  stocking 
the  biand  leaders.  "You  should 
also  make  sure  all  staff  are 
trained  to  give  advice  on  key 
facts  such  as  SPFs,  the  I  'VA  star 
rating  system  and  general  sun 
care  advice." 

At  Sara  Lee,  marketing  man- 
ager for  Delial,  Steven  Warner, 
says  that  independents  would  do 
better  if  they  were  more  selective 
of  their  stock  choice.  "They  need 
to  target  their  brands  to  their  cus- 
tomers carefully,  rather  than  try- 
ing to  stock  everything,"  he  says. 

Growth  sectors 

The  t  rend  to  trading  up  to  higher 
SPF  sim  screens  continues,  with 
sales  of  SPF15  and  above  now  at 
45. 1  per  cent  of  the  market.  How- 
ever, there  are  still  lots  of  people 
who  aren't  getting  the  message 
about  high  factor  sun  screens, 
since  46  per  cent  of  sales  are  for 
SPF6  and  below.  Sarah  Nugent  at 
Nivea  says  sales  of  the  lowest 
SPFs  are  also  growing,  which  can 
be  accounted  for  by  more  people 
now  using  sun  screens,  but  start- 
ing off  with  the  lower  factors. 

The  popularity  of  niche  prod- 
ucts such  as  facial  sun  screens, 
sun  screens  for  children,  for 


sports  use  and  sensitive  skin  is 
set  to  continue.  "Sensitive  skin 

and  sun  allergy  sun  screens  are 
important  in  the  I  IK  because  one 
in  five  people  have  some  kind  of 
sun  sensitivity,"  says  Andrew 
Scone,  marketing  manager  for  Piz 
Buin  at  Novartis.  However,  he 
doesn't  believe  the  sports  sector 
has  much  potential  in  Britain, 
unlike  in  New  Zealand  and  South 
Africa. 

Steven  Warner  also  believes 
we'll  see  more  niche  products, 
"Bui  we  need  to  explain  the 
benefits  of  these  clearly  to  con- 
sumers to  keep  their  trust  in  the 
market,"  he  says. 

Sun  screen  advances 

On-pack  information  on  sun 
screen  bottles  has  greatly 
improved  in  the  past  couple  of 

Continued  on  P28  ► 
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SunSense  now  features  roll-ons 
and  pump  packs  -  the  new  Roll- 
on  Sport  SPF20  gives  six  hours  of 
water-resistance 


\  range  based  on  herbal  and  aromatherapy  extracts  is  new  to 
lawaiian  Tropic  this  summer 
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Delph  has  been  relaunched  by  new  owners  Fenton  Pharmaceuticals 
and  includes  a  new  family  sized  children's  lotion  SPF30 
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years,  and  this  summer  sees  the 
introduction  of  full  ingredient 
listing  too.  Several  manufactur- 
ers are  using  the  HEA  'Safe  Sun' 
icons  to  give  information  on  sun 
protection.  Information  on  how 
much  sun  screen  to  use  and 
how  frequently  you  need  to 
reapply  is  also  much  clearer. 
Roc  has  developed  a  new 
product  efficacy  test,  the 
P53,   to  prove  its  new 
Sante  Soleil  range  not 
only  prevents  short  term 
burning,  but  offers 
protection  from 
long-term  skin 
cell  damage. 
P53  is  a  protein 
present  in  skin 
cells,  usually 
at  very  low 
levels,  but 
when  dam- 
aged by  UV 
light  the 
level  rises 
sharply. 
By  meas- 
u  ring 
levels 
after 
sun  ex- 

IMew  in  the  Banana  Boat  range  is 
Action  Sport  Spray  Gel  SPF25,  an 
oil-free  gel  which  is  sweat  and 
water-proof 


posure,  the  protection  offered  by 
a  sun  screen  can  be  determined, 
says  Roc. 

Technical  advances  in  sun 
screen  formulations  are  less 
prevalent  now,  with  the  biggest, 
stories  in  the  past  few  years 
being  photostable  formulations 
and  antioxidants.  "Technical 
advances  are  becoming  more  dif- 
ficult because  there  are  a  limited 
number  of  filters  available,"  says 
Sarah  Nugent.  So  until  we  see 
new  sun  filters,  more  significant 
advances  are  unlikely. 

Steven  Warner  thinks  we'll  see 
more  sun  screens  with  skin  care 
benefits  in  the  future  -  Sara  Lee 
has  recently  added  vit  amin  E  and 
a  carrier  which  transports  it  into 
the  skin,  rather  like  a  liposome, 
to  the  Delial  range.  "Research  is 
going  on  into  how  the  immune 
system  reacts  to  the  skin,  so  we 
may  see  evidence  of  this  in  sun 
screens  in  the  future,"  he  says. 

News  on  products 

Delph  is  being  relaunched  fol- 
lowing its  acquisition  by  Fenton 
Pharmaceuticals  last  year.  It 
claims  to  be  the  lowest  price,  fully 
independently  tested  sun  care 
range  available.  A  free  aftersun  is 
available  with  every  sun  screen 
purchased  from  the  range.  It  is 
available  in  SPF2-30,  and  new  for 
1998  are  SPFs  25  and  30,  a  sun  oil 
and  a  400ml  children's  bottle 
SPF30.  Also  new  is  a  300ml  Holi- 


day Duo  Pack,  available  in  SPFs 
2,  8,  4  and  10. 

The  Australian  sun  care  range 
SunSense  now  features  roll-ons 
and  pump  packs.  New  Roll-on 
Sport  SPF20  gives  six  hours  water 
resistance,  while  Roll-on  Face 
SPF20  is  a  gentle  formulation. 
There  is  a  £5  saving  on  the  new 
pump  pack  for  toddlers  and  the 
Ultra  Protection  SPF30  pump. 

Vichy  has  added  two  products 
to  its  Capital  Soleil  range,  a  sun 
block  milk  SPF35  for  children 
and  Refreshing  Sun  Protection 
Gel  SPF8. 

Roc's  new  Sante  Soleil  range 
has  been  tested  using  its  new  P53 
methods.  Products  contain  a 
blend  of  three  filters,  plus  ginkgo 
biloba  and  vitamin  E  to  neu- 
tralise free  radicals.  All  products 
are  hypo-allergenic  and  include 
Sun  Ageing  Prevention  Lotion 
SPF6,  12,  and  20,  Total  Sunblock 
cream  SPF25,  Total  Sunblock 
stick,  aftersun  and  self-tan.  The 
range  is  available  from  May. 

New  to  the  Ambre  Solaire 
range  ar  e  Sunburn  Relief  Baku 
and  Aftersun  Moisturising  Oil. 
Sunburn  Relief  Balm  contains  15 
per  cent  moisturising  agents  to 
nourish  skin  and  vitamin  E  to  pre- 
vent premature  ageing.  It  also 
contains  alpha  bisabolol.  After- 
sun Moisturising  Oil  contains 
sesame  and  safflower  oils  as  well 
as  vitamin  E  and  alpha  bisabolol 
to  soothe  and  moisturise  skin. 


Total  Screen  for  Sun-Sensitive 
Skin  SPF60  is  also  new  to  the 
range  -  available  on  prescription. 

New  to  the  Hawaiian  Tropic 
range  this  summer  is  the  Herbal 
sun  care  range,  comprising 
Herbal  Sunblock  lotion  SPF15, 
Tanning  lotion  SPF4  and  aftersun 
with  tea  tree  oil.  The  formulations 
combine  essences  of  white  gin- 
ger, aloe  vera,  camomile  and  gin- 
seng. Hawaiian  Tropic  is  being 
supported  over  the  summer  with 
a  SI. 5m  campaign. 

Piz  Buin  is  being  supported  by 
a  new  Sim  TV  campaign  running 
from  June  to  August.  This  will  be 
backed  by  a  strong  PR  campaign. 
New  products  for  '98  include 
Classic  Brown  lotion  400ml, 
SPF10  lotion  400ml,  SPF15 
lotion  400ml,  SPF16  lotion 
400ml.  Additions  to  the  Jet 
Bronzer  self-tan  range  include 
SPF6  cream  dark  100ml,  lotion 
dark  200ml  and  gel  100ml. 

A  new  ingredient  has  been 
introduced  to  the  Nivea  Sun 
Sensitive  range.  Called  UV 
Flavon  and  derived  from  plant 
extracts,  it  is  claimed  to  reduce 
sun  allergy  to  virtually  nil, 
according  to  Beiersdorf.  Infor- 
mation on-pack  has  been 
improved  to  help  the  many  con- 
sumers still  confused  about  sun- 
preps.  Also  new  to  the  range  is  an 
SPF20  Face  product. 

Uvistat  is  being  supported  by 
a  Sim  campaign  this  summer, 


Essential  Information:  Daktarin'*  Dual 
Action  Cream.  Presentation:  White  cream 
containing  miconazole  nitrate  2%  w/w. 
Indications:  Treatment  of  Athlete's  foot. 
Dosage:  Apply  twice  daily  and  continue 
for  ten  days  after  lesions  have 
disappeared.  Precautions  and  warnings: 
Discontinue  if  hypersensitivity  occurs.  Use 
with  caution  in  pregnancy.  Side  Effects: 
Irritation.  Price:  £4.99,  30g  tube.  £3.20 
15g  tube  Legal  Category:  QSL  PL: 
0242/0324.  PL  Holder:  Janssen-Cilag  Ltd, 
Saunderton,  High  Wycombe,  Bucks  HP14 
4HJ.  Date  of  Preparation:  March  1998. 

Essential  Information:  Daktarin'"  Dual 
Action  Powder.  Presentation:  White  powder 
containing  miconazole  nitrate  2%  w/w. 
Indications:  Treatment  of  Athlete's  foot. 
Dosage:  Apply  twice  daily  and  continue  for 
ten  days  after  lesions  have  disappeared. 
Contra-indications,  precautions  and 
warnings:  Not  for  hair  or  nail  infections. 
Discontinue  if  hypersensitivity  occurs.  Use 
with  caution  in  pregnancy.  Price:  £3.20, 
20g  tub.  Legal  Category:  GSL  PL: 
0242/0325.  PL  Holder:  Janssen-Cilag  Ltd, 
Saunderton,  High  Wycombe,  Bucks  HP14 
4HJ.  Date  of  Preparation:  March  1998. 

Essential  Information:  Daktarin'"  Dual 
Action  Spray  Powder.  Presentation: 
Aerosol  delivering  white  powder 
containing  miconazole  nitrate  0.16% 
w/w.  Indications:  Treatment  of  Athlete's 
foot,  Dosage:  Apply  twice  daily.  Contra- 
indications, precautions  and  warnings:  Do 
not  use  on  hair,  nails  or  broken  skin. 
Discontinue  if  hypersensitivity  occurs.  Use 
with  caution  in  pregnancy.  Keep  spray 
away  from  eyes  and  mucous  membranes. 
Price:  £3.99,  100g  can.  Legal  Category: 
GSL  PL:  0242/0326.  PL  Holder:  Janssen- 
Cilag  Ltd,  Saunderton,  High  Wycombe, 
Bucks,  HP14  4HJ.  Date  of  Preparation: 
March  1998. 


TWO  BUGS. 


Daktarin  Dual  Action  your  number  one  selling 
athlete's  foot  range  is  about  to  get  a  lot 
bigger,  because  we're  going  over  the  top  when 
we  go  O.T.C.  in  pharmacy. 

The  two  bugs  are  back  with  a  vengeance. 
Starting  this  summer  we're  out  to  blast 
athlete's  foot  with  a  massive  TV  burst, 
featuring  the  two  bugs  and  the  voice  of 
Lenny  Henry,  plus  there's  wacky  hard  hitting 
ads  in  men's  style,  health  and  sport  magazines. 

There's  also  competitions,  educational 
mailers  and  brand  new  P.O.S.  material  where 
we'll  blast  the  message  to  all  your  customers. 

All  you  have  to 
do  to  sock  it  to 
your  customers, 
is  stock  up  now 
with  Daktarin 
Dual  Action 
cream,  powder  and  spray  powder,  in  their 
convenient  shelf  unit,  then  leave  us  to  blast 
your  sales  through  the  roof. 


Daktarin 

DUAL  ACTION 


(jpAmxmd^v$\w>w0  MSD 

CONSUMER  PHARMACEUTICALS 


SUN  CARE 


vhich  includes  press  advertising 
ind  PR  activity.  A  new  strap-line 
UVA.  UVB.  Uvistat'  aims  to  raise 
iwareness  of  the  two  t  ypes  of  UV 
ays.  New  products  include  fain- 
ly  size  400ml  packs  of  SI'FS 
otion,  SFF15  lotion  and  aftersun. 

Malibu  is  being  backed  by  a 
tlm  marketing  campaign  this 
jummer,  including  press  adver- 
ising  in  women's  magazines. 
*Jew  for  summer  'OH  are  Malihu 
Sport  Cooling  Protective  Gel 
SPFS and  SPF15,  and  Malihu  Dry 
M\  Spray  in  SPF-4  and  SPFlfi. 

New  to  the  Banana  Boat 
•ange  this  summer  is  Action 
Sport  Spray  Gel  SPF25,  an  oil- 
ree  spray  gel.  Sweatproof  and 
vaterproof,  it  comes  in  a  pump 
)ack  and  has  a  fresh,  cool  scent. 

Swiss  brand  Ultrasim  is  new 
o  the  UK  market  this  year.  This 
ange  of  high  protection  pred- 
icts comprises  SPF17-28  sun 
screens  and  an  aftersun.  Ultra- 
>un  Sensitive  Formula  SPF17 
iposystem  Complex  carries  sun 
liters  directly  to  the  skin  cells 
ind  contains  superoxide  dismu- 
ase  to  reduce  the  activity  of 
larmful  free  radicals.  Other 
products  in  the  range  include 
Jltrasun  Sports  Formula  SPF20, 
Jltrasun  Reflex  SPF22,  Ultrasun 
super  Sensitive  SPF28  and  Ultra- 
sun  Aftersun  Liposomal  Gel 
^otion.  For  more  details  contact 
Jltrasun  on  01737-245499. 

Solar  Cosmetics  has  introduced 


(he  No-Ad  range  to  I  he  I  K,  so 
called  because  li  doesn'l  incorpo- 
rate an  advertising  budget  and  can 
pass  savings  on  to  the  consumer. 
The  range  includes  SPF4-45  sun 
screens,  an  aftersun  and  a  self-tan. 
Prices  range  from  £4.99  to  £8.99. 

Radical  Tan  is  a  new  range  of 
sun  screen  and  solarium  products 
from  Radical  Products.  Designed 
for  both  sun  bed  and  beach  use, 
the  products  include  exotic  oils 
and  fragrances,  and  are  available 
in  SPFs  1,  8  and  br).  There  are  ten 
products  in  the  range. 

Riemann  has  introduced  the 
P20  once  a  day  sun  screen,  said  to 
retain  00  percent  of  its  protection 
even  after  swimming  throughout 
the  day.  Non-greasy  and  fra- 
grance-free, it  should  be  applied 
90  minutes  before  sun  exposure 
as  it  contains  p-aminobenzoic, 
which  takes  this  long  to  bind  to 
skin  protein,  says  Riemann. 

Looney  Tunes  for  kids  is  the 
latest  sun  protection  collection 
from  Linco  Impex.  The  Safe  Sun 
Lotion  is  available  in  SPFs  10,  20, 
30  and  40  with  maximum  UVA 
four  star  rating  for  all  products. 
Added  value  features  include  a 
fragrance-free  formulation  to 
minimise  allergic  reactions,  a 
built-in  insect  repellent,  and  five 
Warner  Bros.  Character  collec- 
table miniatures  attached  within 
the  uniquely  shaped  200ml  bot- 
tle. Retail  prices  range  from  £3.99 
for  the  Aftersun  product  to  £7.99. 
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New  for  summer  '98  are  Malibu  Sport  Cooling  Protective  Gel  SPF8  and 
SPF15,  and  Malibu  Dry  Oil  Spray  in  SPF4  and  SPF15 


ultrasun 


ultrasun 


Swiss  brand  Ultrasun  is  now  available  in  the  UK,  and  comprises  high 
protection  sun  screens  and  an  aftersun 


TWO  BITES. 


ferences  1.  Ongley,  R.  The  efficacy  of  topical  miconazole  treatment  of  tinea 
dis.  CAM.  Journal  -  1978  -  Vol.  119:  353-4  2.  Mandy,  SJ  et  at.,  Miconazole 
atment  for  severe  dermatophytoses.  JAMA,  Oct  7,  1974.  Vol  230;  Nol. 
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<  M  E  R  PHARMACEUTICALS 


There's  something  else  to  get  your  teeth 
into,  the  Daktarin  original  range  -  the 
leading  non  prescription  fungal  treatment 
is  still  available  for  you  to  continue 
recommending. 

Clinical  trials  prove  Daktarin  has  superior 
efficacy  over  many  competitors',  working 
quickly2  to  treat  the  cause  of  fungal 
infections  and  prevent  re-infection.1 

You  can  confidently  recommend  the 
appropriate  Daktarin  product  for 
Ringworm,  Intertrigo,  Nappy  Rash,  Jock 
Itch,  Oral  Thrush,  super-infections  due  to 
Gram  positive  bacteria...  and  of  course 
athlete's  foot.  Giving  you  the  broad 
spectrum  action  you  rely  on  for  fungal 
skin  infections. 

As  always  it's  available  in  the  familiar 
packaging  as  1 5g  cream,  20g  powder  and 
1  5g  oral  gel.  Order  now  and  give  your 
sales  a  blast  on  both  sides  of  the  counter. 


Essential  Information:  Daktarin™  Cream. 
Presentation:  White  cream  containing 
miconazole  nitrate  2%  w/w.  Indications: 
Treatment  of  fungal  infections  of  skin 
and  super-infections  due  to  Gram 
positive  bacteria.  Dosage:  Apply  twice 
daily  and  continue  for  ten  days  after 
lesions  have  disappeared.  Precautions 
and  warnings:  Discontinue  if  hyper- 
sensitivity occurs.  Use  with  caution  in 
pregnancy.  Price:  £3.20,  1  5g  tube  Legal 
Category:  P.  PL:  0242/0016.  PL  Holder: 
Janssen-Cilag  Ltd,  Saunderton,  High 
Wycombe,  Bucks  HP14  4HJ.  Date  of 
Preparation:  March  1998. 

Essential  Information:  Daktarin'"  Powder. 
Presentation:  White  powder  containing 
miconazole  nitrate  2%  w/w.  Indications: 
Treatment  of  fungal  infections  of  skin 
and  super-infections  due  to  Gram 
positive  bacteria.  Dosage:  Apply  twice 
daily  and  continue  for  ten  days  after 
lesions  have  disappeared.  Contra- 
indications, precautions  and  warnings: 
Not  for  hair  or  nail  infections.  Discontinue 
if  hypersensitivity  occurs.  Use  with 
caution  in  pregnancy.  Price:  £3.20,  20g 
tub.  Legal  Category:  P.  PL:  0242/0017. 
PL  Holder:  Janssen-Cilag  Ltd,  Saunderton, 
High  Wycombe,  Bucks  HP14  4HJ.  Date 
of  Preparation:  March  1998. 

Essential  Information:  Daktarin'"  Oral 
Gel.  Presentation:  White  gel  containing 
miconazole  2%  w/w.  Indications: 
Treatment  and  prevention  of  fungal 
infections  of  mouth.  Dosage:  Apply  a 
small  amount  of  gel  directly  to  affected 
area.  Children  0  to  6  years  twice  daily. 
Adult  and  children  over  6  four  times 
daily.  Continue  treatment  for  up  to  2  days 
after  symptoms  have  cleared.  Precautions, 
warnings  etc:  Consult  doctor  if  pregnant 
Interactions:  Oral  miconazole  may  interact 
with  anticoagulants,  anti-epileptics  or 
hypoglycaemic  drugs.  Side  effects:  Mild 
Gl  disturbance.  Price:  £3.99,  ISg  tube. 
Legal  Category:  P.  PL:  0242/0048.  PL 
Holder:  Janssen-Cilag  Ltd,  Saundertor., 
High  Wycombe,  Bucks,  HP14  4HJ.  Date 
of  Preparation:  March  1998. 


SUN  CARE 


Most  parents  are  now  aware  of  the  importance  of  protecting  their  children  from  the  sun,  and  consequently, 
this  is  one  sector  of  the  sun  care  market  showing  significant  growth.  Sarah  Purcell  reports 

Childish  considerations 


Sun  protection  products  for 
children  is  one  of  the 
fastest  growing  areas  of 
the  sunpreps  market,  and 
is  currently  worth  S5.2  mil- 
lion (IRI  Aug  '97  -  excl  Boots). 

At  Novartis,  marketing  man- 
ager for  Piz  Buin,  Andrew  Scorie, 
says  sales  of  its  own  children's 
products  have  increased  by  35 
per  cent  in  the  past  year. 

Growth  has  been  fuelled  by 
increasing  awareness  of  the 
importance  of  protecting  chil- 
dren from  the  sun  at  all  times  - 
not  just  on  holiday  -  which  has 
been  generated  by  health  cam- 
paigns, magazines  and  newspa- 
pers. 

Parents  are  taking  the  issue 
very  seriously.  "We're  seeing 
more  parents  buying  sun  screens 
for  their  children,  and  more  of 
them  are  being  used  at  home  as 
well  as  abroad,"  says  Annalaura 
Dallavalle,  product  manager  for 
Maws  at  Jackel  International. 
"But  while  most  parents  are 
aware  of  the  dangers,  you  do  still 
hear  of  those  who  claim  their 
child's  skin  never  bums  and 
doesn't  need  sun  protection." 

The  local  pharmacy  is  the  ideal 
place  for  selling  children's  sun 
screens,  given  the  high  propor- 
tion of  mothers  who  visit  for  baby 
care  products  and  medicines. 
"The  large  retailers  tend  to  stock 
a  huge  range  of  sunpreps,  which 
can  be  confusing  for  parents," 
says  Annalaura  Dallavalle.  "Par- 
ents need  lots  of  advice  when 
buying  sunpreps  for  their  chil- 
dren and  pharmacists  are  in  an 
excellent  position  to  offer  this." 

Different  products 

Children's  sunpreps  are  not  just 
differently  packaged  versions  of 
adult  products,  says  Annalaura 
Dallavalle.  "The  main  differences 
are  higher  SPFs  and  different 
active  ingredients.  While  adult 
sun  screens  tend  to  use  chemical 
barriers  such  as  oxybenzone, 
with  children's  we  use  physical 
barriers  such  as  titanium  diox- 
ide, which  are  less  likely  to  cause 
sensitivity.  The  ingredients  we 
use  are  more  expensive,  which  is 
why  children's  sun  screens  cost 
more."  Products  for  babies  and 
children  have  to  be  hypoaller- 
genic,  so  perfumes  can't  be  used. 

Packaging  is  important,  too. 
"With  sun  screens  for  babies  you 
are  addressing  the  mother,  but 
with  those  for  children  over 
three  you  need  to  appeal  to  the 
child  as  well.  Parents  have  to 


Parents  need  lots  of  advice  when  buying  sunpreps  for  their  children 

realise  that  the  sun  screen  is  not      shape,  and  graphics  are  made 


an  adult  product,  but  it  still 
needs  to  retain  a  serious  look. 
And  information  must  be  very 
clear  and  easy  to  read,"  she 
explains. 

Schools  targetted 

Schools  are  ideally  placed  to 
educate  childr  en  on  the  dangers 
of  sun  exposure,  and  many  man- 
ufacturers have  joined  forces 
with  primary  schools  to  provide 
advice  for  children  including 
Nivea,  Delph,  Ambre  Solaire  and 
Maws. 

The  Cancer  Research  Cam- 
paign received  lots  of  calls  from 
parents  last  summer  who  were 
concerned  that  schools  weren't 
taking  sun  protection  seriously 
enough.  But  the  fact  is,  schools 
are  not  allowed  to  provide  sun 
screens  for  children  because  of 
the  risk  of  allergy  to  the  product, 
or  problems  with  parents  suing 
teachers  if  the  child  gets  sun- 
burnt. However,  children  are 
allowed  to  bring  in  their  own  sun 
screen  to  apply  themselves,  and 
many  schools  are  encouraging 
them  to  do  this. 

Sun  protection  news 

•  Nivea  is  continuing  its  schools 
education  campaign  this  summer. 

•  Fenton  Pharmaceuticals  is 
working  with  schools  to  give 
advice  on  sun  protection.  The 
Delph  range  now  includes  a 
400ml  SPF30  children's  sun 
screen. 

•  The  Maws  range  for  babies 
and  young  children  has  been 
redesigned  for  1998.  Bottles  have 
been  changed  to  a  new  non-slip 


easier  to  read.  Prices  have  been 
reduced  by  about  a  third  of  1997 
prices.  Maws  is  the  official  sun 
care  supplier  to  Legoland  theme 


park,  and  with  purchases  from 
the  brand,  consumers  can  qualify 
for  S3  off  every  ticket  to  the  park. 
The  Maws  Postman  Pat  sun  care 
range  scooped  the  Mother  & 
Baby  Gold  award  for  best  sun 
care  product  in  1998. 

•  New  advertising  for  Uvistat 
will  target  mums,  giving  advice 
on  the  importance  of  sun  protec- 
tion. 

•  Vichy  has  a  new  Sun  Block 
Milk  SPF35  for  children. 

•  Sara  Lee  has  added  a  chil- 
dren's range  to  its  Delial  brand 
for  summer  '98.  Products  leave  a 
visible  sheen  on  the  skin,  so  par- 
ents can  see  when  reapplication 
is  necessary.  The  range  includes 
Sunblock  Lotion  SPF30,  lotion 
SPF26,  lotion  SPF15  and  an 
afters  un. 

•  New  to  the  Hawaiian  Tropic 
Baby  Faces  &  Tender  Places 
range  is  an  SPF550  lotion. 

•  New  to  the  Sun  45  range  is  an 
SPF50  sun  block  lotion,  which  is 
especially  suitable  for  children 
or  people  with  sun  sensitive  skin. 


Sara  Lee  has  introduced  a  children's  range  to  its  Delial  brand  for  '98 


The  Maws  range  for  babies  and  children  has  been  relaunched  in  non- 
slip  bottles 
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he  UK's  No.  1  trusted  senna1 

and  only  available  from  the  No.l  trusted  place) 


GllOkOt  Reassuringly  predictable  relief 


Natural  senna 

tot  Essential  Information 

Ingredients:  Each  tablet  contains  standardised  senna 
ent  to  7.5mg  total  sennosides.  Each  5ml  spoonful  of  Syrup 
is  standardised  senna  extract  equivalent  to  7  Smg  total 
■ides  Each  5ml  (2.73g)  spoonful  of  chocolate  Granules 
is  standardised  senna  equivalent  to  1 5mg  total  sennosides 
tions:  Relief  of  constipation  Dosage  Instructions:  Adults 
ildren  over  12  -  2  Tablets  in  24  hours,  or  2  x  5ml  spoonfuls 
jp.  or  a  level  5ml  spoonful  of  Granules,  taken  at  nighc 
:n  6- 1 2  -  I  x  5ml  spoonful  of  Syrup. Tablets  and  Granules  to 
:n  only  on  a  doctor's  advice  Children  under  6  -  Syrup  to  be 


taken  only  on  a  doctor's  advice  Tablets  and  Granules  not 
recommended  Contra-indications:  In  common  with  other 
laxatives  Senokot  should  not  be  given  when  undiagnosed  acute  or 
persistent  abdominal  pain  is  present.  Precautions  and 
warnings:  If  there  is  no  bowel  movement  after  three  days  consult 
a  doctor.  If  laxatives  are  needed  every  day  or  abdominal  pain 
persists  consult  a  doctor  Senokot  is  colon  specific.  Senokot  Syrup 
and  Granules  contain  sugar  Senokot  Tablets  are  sugar  free. 
Side  Effects:  Temporary  mild  gnpmg  may  occur  during  change  in 
dosage.  Retail  Sale  Price:  Tablets:  20  Tablets  -  £  1 .49.  60  Tablets  - 
£3.49. 1 00 Tablets  -  £4.35.  Syrup:  1 00ml  -  £3.05.  Granules:  lOOg-  £4.05. 


Marketing  Authorisations:  Senokot  Tablets  0063/5O00R, 
Senokot  Syrup  0063/5003R,  Senokot  Granules  0O63/5002R 
Supply  Classification:  Through  registered  pharmacies  only. 
Holder  of  Marketing  Authorisations:  Reckitt  &  Colman 
Products  Limited.  Dansom  Lane,  Hull  HU8  7DS 
Date  of  Preparation:  II  December  1997  Senokot  and  the 
sword  and  circle  symbol  are  trademarks. 
References:  I  IMS  Data  BPI  Oct  1997 


Reckitt  &  Colman  Products  Limited 


SUN  CARE 


A  pair  of  sunglasses  are  not  just  a  fashion  accessory,  as  Sarah  Purcell  discovers,  but  a  very  necessary 
element  of  our  sun  protection  armoury 

Shading  eyes  from  the  sun 


Awareness  of  the  impor- 
tance of  protecting  your 
eyes  as  well  as  your  skin 
from  the  sun's  harmful 
rays  has  kept  sales  of  sun- 
glasses growing  steadily.  This, 
coupled  with  their  growing  impor- 
tance as  a  fashion  accessory,  has 
contributed  to  a  5  per  cent 
increase  in  sales  in  the  past  year 
and  the  sector  is  now  worth  about 
560  million,  according  to  Mintel. 

At  Unichem's  Univision,  manag- 
ing director  Bob  Forgan  says  it 
estimates  the  market  is  worth 
much  more  -£150-200m.  "Growth 
has  mainly  been  due  to  increasing 
awareness  of  the  effects  of  the  sun 
on  our  eyes,"  he  says. 

Boots  still  accounts  for  the 
lar  gest  proportion  of  sales,  at  34 
per  cent,  with  25  cent  going 
through  department  stores  and  10 
per  cent  through  opticians.  The 
remainder  is  divided  between 
other  pharmacies,  airports  and 
other  outlets.  "While,  as  a  whole, 
independents  haven't  seen  much 
growth  in  the  sunglasses  market, 
the  sector  grew  by  10  per  cent  for 
us  last  year,"  says  Amanda  Nay  lor, 
marketing  manager  at  Eyecare 
Products.  "I  put  this  partly  down 
to  the  good  service  we  offer  inde- 
pendents -  90  per  cent  of  orders 
are  despatched  on  the  same  day  - 
and  also  to  the  popularity  of  the 
Foster  Grant  brand  in  this  sector." 

At  Univision,  Bob  Forgan  says 
the  biggest  growth  has  been  in 
department  stores  and  fashion 
chains.  He  advises  pharmacists: 
"Buy  and  display  stock  much  ear- 
lier in  the  year  -  there  are  some 
good  sales  to  be  had  even  in  win- 
ter. Good  presentation  is  essen- 
tial, as  is  in-store  positioning. 
Keep  stock  clean  and  steer  clear 
of  hand-written  notices,  which 
don't  look  professional  when 
you're  selling  a  health  car  e  prod- 
uct." He  also  says  pharmacists 
should  remember  that  sunglasses 
are  still  very  much  fashion  acces- 
sories, so  should  try  to  vary  stock. 

At  French  manufacturers 
Cebe,  sales  manager  Herve  Rif- 
fault  believes  the  trend  is 
towards  mid-priced  glasses. 
"Issues  such  as  safety,  lens  qual- 
ity, comfort,  r  esilience  and  irp  to 
the  minute  styles  are  growing  in 
significance  every  year  for  the 
consumer,"  he  says. 

Choosing  sunglasses 

While  a  pair  of  sunglasses  obvi- 
ously has  to  look  good,  there  are 
other  criteria  which  should  be 


Jacket's  Tommee  and  Topsie  Tippee  range  for  children  up  to  age  six 
include  bright  wraparound  frames,  available  in  four  colours 


considered  as  well: 

•  comply  with  the  new  EC  stan- 
dard EN1836  1997,  which 
replaces  the  old  BS  standar  d 

•  the  CE  kitemark,  which  is  a 
sign  of  quality 

•  UV400  protection,  which  sig- 
nifies full  UVA  and  UVB  protec- 
tion irp  to  400nm 

•  a  good  fit 

•  check  the  filter  category  -  3  is 
for  general  purpose,  4  for  intense 
light  conditions,  and  may  distort 
colour  perception. 

Focus  on  fashion 

The  much  talked  about  colour 
comeback  is  more  in  evidence 
this  year,  with  pink  promised  to 
be  a  hot  favourite  for  summer 
'98,  says  Amanda  Naylor.  "As 
well  as  more  colour  in  frames, 
we're  going  to  see  more  variety 
in  lens  colours  too,"  she  says. 

Silver  frames  will  be  popular, 
while  the  traditional  Aviator  style 
makes  a  comeback  this  year. 
"What  we'll  see  is  a  mix  of  sporty 
and  chic  styles  -  still  lots  of 
wraparounds,"  she  says.  How- 
ever, the  more  traditional  black 
and  tortoiseshell  frames  will  still 
form  the  core  of  most  ranges. 

At  Univision,  Bob  Forgan  says 
that  while  the  nerd  look  and 
brightly  coloured  lenses  are  fash- 
ionable, these  won't  appeal  to 
your  average  pharmacy  cus- 
tomer. "The  best  sellers  for  phar- 
macy are  likely  to  be  matt  metals 
and  tortoiseshells,  spurn  styles, 
men's  aviators,  metal  ovals  and 
ladies'  classics." 

Cebe  believes  sportswear  will 
have  a  major  impact  on  this  sum- 
mer's fashions.  New  to  its  range 
are  suede-effect  frames  in  bold 
colours    with    bright  orange 


lenses.  The  wraparound  styles 
will  still  be  in  evidence,  but  in 
more  wearable  forms,  says  Cebe. 

What's  new  in-store? 

The  1998  Foster  Grant  collec- 
tion from  Eyecare  Products 
boasts  styles  to  suit  every  taste, 
from  traditional  tortoiseshells  to 
high  fashion  wraparounds.  Also 
available  is  a  children's  range  of 
sunglasses  for  2-12-year-olds. 
The  company  also  distributes  the 
Revlon,  Elite  and  Sport  if  brands. 

The  Linda  Farrow  range  fea- 
tures more  sunglasses  for  unisex 
use,  with  oval  shaped  fr  ames  and 
antiqued  silver  and  copper  fin- 
ishes. The  youth  range  Sunburst 
features  coloured  lenses  in  yel- 
low, blue  and  orange. 

Unichem's  Univision  range 
promises  pharmacists  a  60  per 
cent  margin.  New  for  summer  '98 
are  Tiddlers,  a  range  of  toddlers' 
sunglasses  with  resilient  rubber 
frames;  Dazzlers,  for  older  chil- 
dren, with  nylon  frames  and  a 
sparkly  case;  and  for  9-14-year- 
olds  there  is  the  Cool  2B  Hot 
range.  Unichem  now  offer  a 
reduced  margin  sale  or  return 
option,  allowing  up  to  30  per  cent 
of  stock  to  be  returned  for  credit 
at  the  end  of  the  season. 

Cebe's  new  Morphic  range 
combines  sporty  and  chic  styles. 
All  frames  are  made  from  Gril- 
amid,  a  soft,  tough  polymide 
which  retains  pliability  even  at 
low  temperatures. 

Jackel's  range  of  sunglasses 
include  the  Tommee  and  Topsie 
Tippee  range  for  children  up  to 
six.  Retailing  at  £2.99  a  pair,  they 
are  made  from  virtually  unbreak- 
able rubber  and  come  in  two  ; 
styles,  round  or  wr  aparounds.  ; 
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C&D  INTERVIEW 


A  fresh  formula  for  baby 


Could  new  UK  legislation  create  a  fresh  opportunity 
for  pharmacists  to  build  a  healthy  baby  business?  Ian 
Thomas  and  Andrew  Sturton  of  Cow  &  Gate/Mi  I  upa 
tell  Sarah  Thackray  why  they  believe  it  will 


The  Dol  1  is  lightening  up  on 
what,  the  baby  feeding 
companies  can  and  can't 
tell  mums  about  infant  for- 
mula. New  UK  guidelines 
are  expected  to  be  published  this 
year,  as  part  of  the  EC  drive  to 
encourage  breast-feeding. 

"Good  information  about  bot- 
tle feeding  is  going  lo  be  harder 
for  mums  to  get,"  explains  Ian 
Thomas,  sales  director  of  Cow  & 
Gate/Milupa. 

"There  will  be  more  ignorance 
about  the  difference  between 
products,  because  the  new  regu- 
lations will  restrict  manufactur- 
ers' ability  to  inform  mums  about 
infant  formula  through  direct 
mail  etc." 

Ian  cites  one  example  of  the 
regulations  which  he  describes 
as  "a  madness".  He  says:  "If  a 
mum  rings  our  helpline  and  asks 
for  advice  about  what's  in  an 
infant  formula,  we  will  be  able  to 
tell  her  on  the  phone,  yet  if  she 
writes  to  us,  we  will  not  be 
allowed  to  write  back  to  give  her 
the  same  information." 

The  regulations  emphasise  that 
if  there  is  any  promotion  of  infant 
formula  at  all,  it  has  to  be  done 
through  health  care  professionals. 

Pharmacists'  role 

Ian  is  convinced  that  pharmacies 
are  poised  to  play  an  increasingly 
important  role  in  advising  on 
infant  feeding  issues. 

He  comments:  "Pharmacists 
are  recognised  by  the  DoH  as 
part  of  the  professional  health 
care  team  to  advise  on  bottle 
feeding.  They  are  also  at  the 
point  of  sale  in  an  environment 
which  mothers  visit  regular  ly." 

In  an  effort  to  help  improve 
pharmacists'  knowledge  about 
infant  feeding,  Cow  &  Gate/Milupa 
is  planning  to  introduce  a  dis- 
tance learning  programme  for 
pharmacists  and  pharmacy  staff. 

Andrew  Sturton,  the  com- 
pany's general  sales  manager  for 
pharmacy,  points  out:  "The  com- 
pany is  intent  on  two  key  strate- 
gies. One  is  to  work  with  those 
pharmacies  who  have  shown  a 
:ommitment  to  baby  retailing, 
and  we  ar  e  putting  a  lot  of  effort 
into  eimancing  the  picture  they 
can  present. 

'Equally,  we  are  charged  with 
identifying   those  pharmacists 
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who  should  have  a  lot  of  baby 
business  but.  perhaps  for  histori- 
cal reasons,  have  slipped  and 
come  out  of  it 

"Through  market  research,  we 
can  identify  areas  of  the  country 
where  there  is  a  lot  of  baby  busi- 
ness and  can  pinpoint  specific- 
pharmacies  who  should  be  con- 
tributing to  it." 

Sales  upturn 

Nielsen  data  shows  an  upturn  in 
pharmacy  baby  feeding  sales 
which  started  last  summer.  This 
is  in  contrast  to  the  continual 
shift  of  sales  from  pharmacy  to 
grocery  in  recent  years. 

Andrew  suggests  that  some 
pharmacists  are  being  governed 
by  looking  backwards  instead  of 
forwards. 

"The  key  point  is  that  there  are 
new  customers  all  the  time  - 
every  day  there  is  a  new  mum. 
She  has  just  had  her  baby  and 
probably  hasn't  got  too  many 
preconceived  ideas  about  where 
she  is  going  to  buy  baby  foods 
from,"  he  says. 

So,  why  have  some  pharma- 
cies given  up  on  the  baby  busi- 
ness? Ian  believes  that  the  nappy 
business  shift  from  pharmacy 
into  grocery  left  many  pharma- 
cists with  a  bad  feeling  about  the 
baby  business  in  general. 

Andrew  adds:  "The  rot  started 
with  the  nappy  price  war.  Out 
went  nappy  sales  from  pharmacy 
to  grocery  and  pharmacists  put 
their  hands  up  exclaiming  'we've 
lost  our  baby  business!' 

"But  while  the  bulk  of  the 
nappy  business  has  moved  to 
grocery  on  a  price  point ,  the  raft 
of  the  whole  category  is  still 
available." 

"Feeding  is  an  ar  ea  where  peo- 
ple do  need  health  care  advice," 
stresses  Ian.  "A  proper  diet  has  a 
major  effect  on  a  baby's  health. 
As  the  restrictions  on  manufac- 
turers being  able  to  inform  con- 
sumers about  products  come 
into  force,  mums  will  be  looking 
for  advice  and  that's  where  phar- 
macists have  a  point  of  differ- 
ence versus  grocers. 

"Pharmacists  themselves  are 
the  only  people  who  can  give 
advice  on  baby  milks  in  the  phar- 
macy but  we  are  also  training 
pharmacy  assistants  in  selling 
weaning  products,  because  this 


Andrew  Sturton  (left)  and  Ian  Thomas  of  Cow  &  Gate/Milupa 


is  often  a  very  confusing  fixture. 

"A  mum's  decision  about 
where  to  buy  baby  foods  is  gov- 
erned by  what  she  is  confronted 
with  in  a  shop,"  says  Andrew. 
"Does  it  look  like  a  modern  fix- 
ture that  makes  her  comfortable 
to  shop,  or  like  an  apology  for  a 
retail  fixture?" 

Merchandising 

The  key  to  our  merchandising 
approach  is  that  the  age  of  the 
baby  determines  what  the  mum 
is  going  to  buy  at  any  one  time. 
She  is  only  ever  interested  in  a 
particular  part  of  the  fixture  so 
we  construct  it  by  age,  starting 
from  birth  and  gradually  working 
across,  through  four  months  and 
seven  months  stages  until  getting 
to  toddler  foods." 

Ian  comments:  "We  have  been 
working  on  this  fixture  for  over 
18  months  and  are  now  begin- 
ning to  see  the  benefits.  In  fact, 
we  believe  it  has  been  a  key  fac- 
tor in  the  market  turnaround  in 
pharmacies. 

"Since  taking  this  age  mer- 
chandised approach,  seven 
month  and  toddler  foods  have 


shown  growth  in  pharmacies.  To 
a  certain  extent,  this  is  what  is 
driving  the  turnaround  because 
pharmacies  are  keeping  mums 
at  the  fixture  for  longer.  Tradi- 
tionally, this  is  the  age  sector 
where  business  has  fallen  off  in 
pharmacies 

"The  baby  category  is  based  on 
service.  Pharmacists  need  to 
compete  on  their  own  ground  - 
giving  good  information  and 
local  availability  of  product 
rather  than  trying  to  cut  price 
versus  grocers.  All  chemists 
need  to  do  is  match  grocers  in 
price  rather  than  cutting  prices. 
It's  not  a  good  long-term  strategy 
to  compete  within  any  category 
purely  on  price." 

Cow  &  Gate/Milupa's  research 
shows  that  mothers  who  shop  in 
pharmacies  are  likely  to  be  first 
time  mums,  probably  live  within 
one  mile  of  the  pharmacy  and 
tend  to  \isit  the  pharmacist  two 
or  three  times  a  week. 

Whereas  the  company  used  to 
inn  the  same  promotions  in  phar- 
macies as  some  of  the  major  gro- 

Continued  on  P34 
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GET  READY 
TO  BE  RUSHED 
OFF  YOUR  FEET 
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Quiet  Life 


To  relieve  periods  of 
WORRY,  IRRITABILITY, 
.STRESSES  and  STRAINS. 
Promotes  NATURAL  SLEEP 
A  traditional  herbal  remedy 


Here's  a  great  new  opportunity  to  cash  in  on  one 
of  the  nation's  most  successful  herbal  stress  remedies. 
There's  £200,000  being  put  behind  the  Lanes  Quiet  Life 
"GET  AWAY  FROM  IT  ALL"  campaign,  in  an  impactful 
four  month  advertising  burst. 
Life  for  pharmacists  will  never 
be  quiet  again! 
Stock  up  now  through  the 
Lanes  Sales  Force 

01452  507458 

or  your  local  wholesaler 


SCIENCE  FROM  NATURE 


SB 

Quiet  Life 


Quiet  Life 


Quiet  Life  Active  Ingredients:  Motherwort  Powder  3400mg  Hops  Powder  75.0Cing  Possiflora 
Powder  58.00mg  Wild  Lettuce  Powdered  Extract  from  2900mg  Voknon  Powdered  Extract  from  5000mg 
Thiamine  Hydrochloride  (Vit  6IJ  07lmg  Ribo/lown  (VitB2)  0.57mg  Nicotinamide  4.49mg 
Indications:  To  relieve  penods  of  worry,  irritability  and  everyday  stresses  and  strains  Promotes 
i-Mtw.il  sleep  Directions:  Adults  should  swallow  two  tablets  twice  a  day  with  water  after  meals,  plus 
three  tablets  at  bedtime  Precautions:  Do  not  take  more  than  the  recommended  dose. 
Do  not  take  if  you  are  pregnant  or  breast  feeding  Do  not  use  if  allergic  to  any  of  the  ingredients. 
If  symptoms  persist  consult  your  doctor  Keep  all  medicines  out  of  sight  and  reach  of  children. 
Legal  Category:  General  Sales  List  (PL 1 07-1/5032R)  Packs:  Glass  bottle  with  tamper  evident  cap 
containing  50, 1 00  or  200  tablets  Licence  Holder:  Registered  trademark  and  product  licence  held 
by  G  R.Lane  Health  Products  Ltd,  Sisson  Road,  Gloucester,  GLI  3QB  Price:  50  tablets  O  99.  100 
tablets  £3  25,  200  tablets  £5  55  For  more  information  contact  the  licence  holder. 
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cers  (eg  one  jar  free  in  ten),  it  is 
now  trying  to  move  away  from 
having  one  promotion  for  every 
retailer. 

Ian  explains:  "We  are  giving  our 
territory  managers  much  more 
flexibility  with  a  range  of  promo- 
tions ranging  from  price  to  multi 
buy  to  link  promotions.  We  are  try- 
ing to  tailor  promotions  to  a  phar- 
macy's particular  community." 

He  adds:  "If  we  are  really  going 
to  rebuild  the  baby  business  in 
pharmacy,  we  have  to  be  honest 
with  each  other.  It  doesn't  help  us 
or  the  retailer  to  try  and  squeeze 
in  more  stock  and  a  broader 
range  than  is  actually  appropri- 
ate for  a  particular  locality." 

Surprising  as  it  might  seem, 
Cow  &  Gate/Milupa  sometimes 
advises  pharmacies  to  reduce 
their  baby  fixture  size  and  stop 
cutting  their  prices  to  make  baby 
turnover  more  commercially 
attractive. 

"You  don't  have  to  pull  the 
baby  business  back,  you  just 
have  to  build  a  new  fresh  busi- 
ness," says  Ian.  "Inevitably,  it 
takes  time  and  you  can  only  build 
it  at  the  rate  of  new  babies  in  the 
area.  We  are  not  in  a  market 
where  you  can  stick  a  product  on 
TV  and  double  your  business." 

Future  plans 

It  is  now  over  a  year  since  the 
Milupa  business  moved  into  Cow 
&  Gate's  UK  headquarters  in 
Trowbridge,  Wiltshire,  following 
its  acquisition  by  the  Dutch 
Nutricia  group.  So,  what  are  the 
future  plans  for  miming  the  two 
brands  alongside  each  other? 

"Directionally,  we  will  be  trying 
to  re-establish  the  separate 
appeal  of  both  brands  this  year," 
explains  Ian.  "We  are  looking  at 
both  product  and  marketing  activ- 
ity which  emphasises  the  point  of 
difference  between  the  Cow  & 
Gate  and  Milupa  consumer. 

"Although  the  brands  come 
together  under  the  Nutricia  baby 
care  retail  sales  team,  mums  see 
Cow  &  Gate  and  Milupa  as  two 
completely  different  brands. 

"We  will  continue  to  have  two 
separate  direct  mail  programmes 

-  Milupa  Baby  Club  and  the  In- 
touch  programme  for  Cow  &  Gate 

-  and  will  have  very  different  mar- 
keting and  packaging  styles." 

The  company  is  currently 
relaunching  its  Cow  &  Gate 
Olvarit  premium  babymeals 
range  with  a  heart-shaped  design 
on-pack  and  recipe  name 
changes.  The  rationale  behind 
the  new  look  is  to  appeal  to  a 
mother's  desire  to  give  her  baby 
the  best  she  can. 

Plans  are  now  also  under  way 
for  repositioning  the  Milupa 
brand  this  spring  with  a  relaunch 
for  babymeals  in  April  and  for 
babymilks  in  early  May. 

Capitalising  on  the  growing 
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success  of  toddler  foods,  the 
Cow  &  Gate  toddler  range  has 
been  extended  to  30  products 
(including  paella  and  curry  ver- 
sions of  adult  dishes)  in  the  past 
six  months. 

Although  these  foods  are 
aimed  at  toddlers  aged  up  to  24 
months,  Ian  admits  that,  in  real- 
ity, sales  of  toddler  foods  tend  to 
drop  off  at  about  18  months. 

Another  key  growth  area  in  the 
baby  feeding  market  is  follow-on 
milk.  Ian  comments:  "Govern- 
ment guidelines  encourage  the 
use  of  follow-on  milks  through  to 
24  months  but  not  enough  phar- 
macies have  locked  into  this 
sales  opportunity. 

"The  follow-on  milk  sector 
takes  a  12-13  per  cent  share  of 
the  pharmacy  baby  milk  market 
whereas  it  accounts  for  around 
20  per  cent  of  the  market  across 
all  retailers. 

Undertrading 

"These  figures  show  that  phar- 
macies are  imdertrading.  Many 
pharmacies  don't  take  the  follow- 
on  sector  seriously  enough  in 
terms  of  stocking  a  decent  range 
of  products.  This  results  in  cus- 
tomers 'falling  off  the  pharmacy 
fixture  earlier  because  they  go 
somewhere  else." 

Cow  &  Gate/Milupa  is  under- 
taking  a  major  drive  to  increase  [ 
follow-on     usage     above  12 
months.  "We  want  to  work  with  j 
pharmacists  regarding  talking  to  j 
mothers  about  extending  usage  I 
in  keeping  with  the  guidelines, 
says  Ian. 

With  all  the  recent  health 
scal  es  about  foods,  do  mums  feel 
more  reassured  by  manufactured 
products  or  do  they  feel  it  is  safer 
to  make  baby  food  themselves? 

Ian  admits:  "Inevitably,  mums 
are  more  interested  in  what's  in 
foods  than  they  have  ever  been 
before  and  there  are  certainly 
some  customers  who  are  cynical 
about  manufactured  baby  food 

"We  are  having  to  work  harder 
at  improving  our  labelling  and  are 
trying  to  make  it  clearer  for  mums] 
to  tell  exactly  what's  in  ajar. 

"In  the  past  five  or  six  yean 
there  has  been  a  lot  of  bad  (anc 
often  inaccurate)  publicity  about 
baby  drinks.  Happily,  this  ha.' 
diminished  in  the  past  year  anc 
we  have  seen  over  six  per  cen 
growth  in  baby  drinks  sales  ii 
pharmacy  (Nielsen)." 

Ian  is  convinced  that  there  is : 
very  positive  future  for  bab; 
feeding  sales  in  pharmacy.  H 
comments:  "As  the  restriction) 
tighten  on  how  we  can  marke 
products  (in  particular,  infarii 
milk),  there  will  be  a  growin 
opportunity  for  pharmacies. 

"Once  customers  are  locke 
into  yoiu  baby  fixture,  the  bus 
ness  will  be  driven  by  how  man 
mums  you  can  recruit  and  ho; 
long  you  can  keep  them  comiiij 
back!" 
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NPA  backs  retail  software  for  pharmacists 


jeamington-based  Retail  Work- 
shop Software  has  launched  a 
)rogram  In  help  community 
iharmacies  maximise  their 
sales. 

ProSitmaker,  which  is  avail- 
lhle  through  the  National  Phar- 
naceutical  Association  forS179, 
jses  a  question  and  answer  for- 
nat  to  find  out  how  the  pharma- 


cist operates  the  outlet  ll  then 
focuses  on  areas  that  need  most 
attention  and  produces  a  training 
book  tailored  in  the  pharmacy 
The  pharmacist  also  receives  a 
list  of  pracl  icaJ  action  points 

RWS  says  the  program,  which 
can  be  run  on  a  pharmacist's  PC, 

has  more  than  1,000  ideas  lo 
impn ive  retail  sales.  These  partly 
stem  from  Paul  Ford,  RWS's 
managing  director,  who  has 
worked  in  retailing  lor  30  years 
and  has  been  a  business  consul- 
tant. <  )ther  ideas  came  from  a 
series  of  evening  training  semi- 
nars that  RWS  arranged  for  com- 
munity pharmacies  in  Coventry 
and  Warwickshire. 

As  the  program  is  responding 
to  questions,  says  the  company, 
it  will  adapt  to  new  situations 

and    revise    its   training    I  k 

accordingly. 

Pro&itmaker  has  lti  retail  train- 
ing sessions  and  ll!  advisory  sec- 


Left:  Lawrence  Tressler,  who 
owns  L  G  Tressler  pharmacy  in 
Coventry,  points  out  aspects  of 
ProEitmaker  to  his  staff 


lions  that  range  from  shop  exte- 
rior lo  business  development. 

The  program's  concept  won  art 
earlj  plaudit  from  the  I  (epart  - 
menl  of  Trade  and  Industry, 
winch  gave  RWS  the  Skills  ( Ihal- 
lenge  Award  and  £50,000  RWS 
invested  the  inonev  to  develop 

ProSitmaker's  soft  ware. 

RWS  took  foui  years  to 
research  the  program,  and 
another  I  w< i  to  develop  and  test 
it  among  pharmacists  in  Coven- 
try and  Warwickshire 

Lawrence  Tressler.  w  ho  runs  L 
(i  Tressler  pharmacy  in  Coven- 
try, has  been  using  a  draft  version 
of  the  program  for  several 
months.  "It  provides  the  capabil- 
ity to  look  at  the  business  from  a 
neutral  perspective  -  the  same  as 
a  business  consultant  -  but  at  a 
fraction  of  the  price,"  he  says. 

Mr  Tressler  appreciates  know- 
ing w  here  his  business  is  weak. 
"As  pharmacists,  we  like  to  think 
we're  on  top  of  things  profes- 
sionally, but  many  of  us  lack 
business  acumen,"  he  says. 

He  has  not  had  time  to  imple- 
ment the  program's  analysis  but 
says  he  would  not  find  it  difficult 


to  reci  nip  I  lie  pi  ici  ■  Mr  ii  i  'ssk  I 
eventually  wants  his  staff  to  use 
ProSitmakei  foi  selected  areas, 
such  as  merchandising 

Aim. i  ( ii  imshaw  and  her  hus- 
band <  'olin,  w  ho  run  (  N  Phai 
macy  in  Coventry,  have  been 
using  a  draft  version  ol 
ProSitmakei  foi  nearly  three 
months.  Mrs  Grimshaw  says  the 
program  lias  made  hei  think 
about  all  aspects  ol'  the  phar- 
macy. She  found  the  shop  layout 
analysis  particularly  useful  'It 
analyses  the  actual  layout  of  the 

shop  ,lhi  I  I  low   ll  looks  I  I  I  mi  I  In  • 

outside  you  sometimes  forget 
about  such  things,"  she  says 

Mr  Ford  says  ProSitmaker  can 
be  adapled  lo  suit  independent 
retailers  in  oilier  markets,  but 
the  company  chose  pharmacists 
first.  "Pharmacy  is  al  the  cutting 
edge  of  technology  and  in  terms 
of  training  technology.  That's 
why  we  decided  to  make  the  soft- 
ware lor  pharmacies  first,"  he 
says. 

While  the  company  has  also 
talked  to  pharmacy  multiples 
about  the  programme,  none  had 
bought  it  as  C&D  went  to  press. 


Cognizant  Corp  buys 
Walsh  and  PMS 

Cognizant  Corp  has  acquired 
Walsh  International  and  Pharma- 
ceutical Marketing  Services. 

Cognizant  is  the  parent  of  IMS 
Health,  the  worldwide  informa- 
tion services  specialist.  Under  the 
agreement,  Walsh  will  receive 
0.3041  Cognizant  or  dinary  shares 
for  each  Walsh  share,  which  val- 
ues the  company  at  $167ru.  PMS 
shareholders  will  receive  0.28 
Cognizant  ordinary  shares  for 
each  PMS  share,  which  makes 
their  company  worth  $180m. 

PMS  owns  Sour  ce  Informatics, 
which  is  running  the  Wholesale 
Sales  Date  Service  for  drug  manu- 
facturers, and  a  prescription 
database  that  helps  drug  compa- 
nies assess  GPs'  prescribing 
habits. 

A  PMS  spokesman  says  Cog- 
nizant   aims    to  amalgamate 
Source's  prescription  database 
with  IMS's  Xtrend,  a  prescription 
database  that  uses  different  infor- 
mation. Both  IMS  and  Source  will 
■ontinue  to  run  as  separate  com- 
panies until  June,  when  the  acqui- 
sition deal  will  be  presented  to 
PMS  shareholders.  An  integration 
earn  will  then  be  set  up  to  merge 
he  two  companies. 

PMS  reports  a  turnover  of  $62m 
er  the  year  to  June.  Walsh  devel- 
ops and  mar  kets  sales  force  sys- 
ems  for  companies.  Its  revenue 
>r  the  year  to  June  topped  $54m. 


Norton  scraps  Advantage  gift  element 


Norton  Healthcare  has  scrapped 
the  gift  element  of  its  Advantage 
scheme  after  talking  to  Advan- 
tage members  arrd  the  Medicines 
Control  Agency. 

The  company  suspended  the 
gifts  option  last  year  and  was  due 
to  ask  the  High  Court  for  a  decla- 
ration of  review  of  Advantage  It 
changed  its  mind  after  Advan- 
tage members  said  they  would 
prefer  that  it  removed  any  ele- 
ments of  the  scheme  that  contra- 
vened the  Medicines  Act. 

Nigel  Fox,  Norton's  communi- 
cation director,  says  its  views  on 
inducements  has  not  changed. 
"We  still  believe  that  what  is  and 
what  is  not  a  discount  remains 
open  to  interpretation,"  says  Mr 
Fox.  "You  could  have  a  discount 
in  cash  terms  but  not  in  material 
terms.  That  remains  unclear." 

Norton  has  also: 

•  shelved  its  helplines  on 
accountancy,  legal  and  invest- 
ment matters 

•  stopped  Advantage  members 
from  changing  their  credits  for 
non-pharmaceutical  stock 

•  stopped  buying  pharmacy- 
related  items,  such  as  step 
ladders,  for  members.  Norton 
says  it  was  "duplicating"  a  ser- 
vice already  available  through 
the  National  Pharmaceutical 
Association. 

Mr  Fox  says  its  house  is  in 
order.  "The  MCA  savs  Advantage 


is  now  acceptable  to  it,  now  that 
we'v  e  removed  those  elements. 
Any  new  Advantage  elements 
will  be  submitted  to  the  MCA 
before  we  launch  them."  he 
says. 

Advantage  has  4,019  members 
-  85  per  cent  of  Norton's  retail 
sales  are  distributed  and  sold 
through  the  scheme. 

The  company  has  also  m<  >ved  a 
step  closer  to  rejoining  the  Asso- 
ciation of  the  British  Pharmaceu- 
tical Industry,  which  is  clarifying 
its  code  of  practice  on  supplying 
medical  and  educational  goods 
and  services  to  the  NHS 

Clause  18.1  of  the  code  will  be 
re-worded  by  the  summer  to 


make  it  clearer. 

Norton  says  it  will  "seriously 
look"  at  joining  the  ABPI  again 
when  the  issues  of  clause  18.1 
have  been  resolved. 

The  company,  meanwhile,  is 
drawing  up  software  that  will 
enable  pharmacists  to  "do  a 
fairly  smart  audit"  of  their  busi- 
ness. It  says  the  programme  will 
be  offered  free  to  its  customers 
"as  a  service"  and  that  it  hopes  to 
have  the  software  prepared  in 
time  for  Chemex  '98. 

Norton  is  also  preparing  a 
manual  based  on  its  'Trou- 
bleshooting lo  Improve  Pharma- 
cists' Profits',  which  should  be 
ready  within  three  months. 


AAH  appoints  Dunn  as  marketing  director 

AAH  Pharmaceuticals  has 
appointed  Steve  Dunn  as 
marketing  director.  Mr  Dunn  was 
previously  commercial  director  of 
Lease  Plan,  the  car  leasing 
business,  where  he  dealt  with 
sales,  marketing  and  customer 
service.  He  has  also  marketed 
some  major  brands  that  include 
Pizza  Hut,  Intercontinental 
Hotels,  Budweiser,  Kraft  and 
Mars.  Alan  Turner,  formerly 
AAH's  marketing  director,  has 
been  appointed  commercial 
director.  He  will  control  the 
company's  sales  strategy 
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BTC  to  sell  health  and  travel  insurance 


ADVANCED  INFORMATION 


The  BPSA  56th  Annual  Ball 

will  be  held  on  April  8,  at  the 
Park  Hotel  in  Cardiff,  7.30  for 
8pm.  Formal  dress.  For  tickets 
(£30  each),  call  Fiona  Moscrop  on 
01222  220662. 

UK  Clinical  Pharmacy  Associ- 
ation has  organised  a  study  day 
on  April  8  in  the  Radiology 
Teaching  Suite  of  Leeds  General 
Infir  mary  -  'Update  on  care  of  the 
vascular  patient'.  Further  infor- 
mation from  Mrs  P  Kennedy,  tel: 
0116  277  6999. 

The  Guild  of  Healthcare  Phar- 
macists' national  weekend 
school  will  be  held  in  Chester  on 
April  17-19.  Elisabeth  Dubourg. 
Tel:  01745  585508. 
The  National  Association  of 
Women  Pharmacists  weekend 
conference  will  be  held  in  Exeter 
on  April  17-19.  Arlette  Alexan- 
der. Tel:  01392  275409. 
MEL  Research  at  Aston  Univer- 
sity is  organising  two  seminar 
workshops,  one  on  April  21,  at 
the  Vauxhall  Centre,  Aston  Uni- 
versity -  'Health  Centre  Pharma- 
cies: The  pros  and  cons',  and  the 
other  on  May  19  at  the  Aston  Uni- 
versity Business  School  -  identi- 
fying and  supporting  pharmaceu- 
tical care  needs:  Pharmacy  for 
the  21st  Century'.  Further  infor- 
mation from  Tom  Conniffe,  tel: 
0121  604  4664. 

The  Society  of  Cosmetic  Scien- 
tists is  holding  its  1998  Spring 
Conference  at  Olympia  in  London 
on  April  21-23.  Details  from 
SCS.  Tel:  01582  726661. 
The  European  Society  of  Clin- 
ical Pharmacy  will  be  holding  a 
conference  in  Budapest,  Hun- 
gary, on  April  22-25.  'Mother  and 
c  hild  health'.  International  secre- 
tariat. Tel:  +31/71  572  24  30. 
Weleda  is  holding  an  evening 
seminar  on  complementary  medi- 
cines at  London  (Heathrow)  on 
April  23.  Weleda.  Tel:  0115 
9448222. 

The  Institute  of  Pharmacy 
Management  International  is 

holding  a  conference  on  April 
24-26  at  the  Imperial  Hotel,  Har- 
rogatc,  North  Yorkshire.  Ruth 
Rodgers.  Tel:  01622  735108. 
The  Scottish  Pharmacists  in 
Mental  Health  AGM  and  semi- 
nar on  'Dementia'  on  April  26. 
Jim  Lynch.  Tel:  01383  623623. 
Natural  Products  '98  will  be 
held  at  the  Metropole  exhibition 
halls,  Brighton,  on  April  26-27. 
Lucy  Grammer.  Tel:  01273 
673496. 

The  British  Association  of 
Pharmaceutical  Physicians  is 

holding  a  workshop  in  Manches- 
ter on  April  27-29.  Pauline  Aban. 
tel:  0171  491  8610. 
Pharmanet  '98  at  the  New  Con- 
naught  Rooms,  London,  on  April 
28-29.  'The  strategic  use  of  the 
Internet  and  Intranet  in  the  phar- 
maceutical industry'.  Louise  Hill. 
Tel:  0171  453  2701. 


Boots  the  Chemists  (BTC)  has 
launched  health  and  travel  insur- 
ance packages  that  can  be 
bought  'off  the  shelf  in  250  of  its 
biggest  stores. 

The  services,  arranged  in  part- 
nership with  the  Royal  &  Sun 
Alliance  (RSA),  will  be  available 
from  April  15  and  comprise  five 
health  cover  schemes:  family 
health,  pregnancy,  dental,  child 
injury  and  accident;  and  four 
travel  insurance  schemes:  gap 
year  travel,  annual  travel,  single 
trip  travel  and  winter  travel. 

RSA  carries  the  insurance  risk 
and  will  deal  with  the  insurance 
underwriting  and  claims.  BTC 
retails  and  mar  kets  the  policies, 
which  bear  the  Boots  name. 

BTC  will  not  reveal  the  com- 
missions on  its  policies,  but  says 
they  are  clearly  lucrative.  The 
company  is  spending  S8m  to 
market  and  promote  the  policies 
and  expects  to  sell  about  250,000 
in  the  first  year.  It  aims  to  sell 
around  one  million  at  the  end  of 
five  years. 

The  chain  wants  to  break  even 
within  the  first  year  and  says 


TUESDAY,  MARCH  31 

NICPPET 

Bushmills.  'Pain  control'. 
NICPPET 

Enniskillen.  'Seasonal  disorders'. 
WEDNESDAY,  APRIL  1 

Bradford  RPSGB 

Bradford  University,  7.30pm. 
'Bradford  Pharmacy  in  a  New  Age'. 


it  should  make  a  profit  in  the 
second. 

BTC  has  prepared  material  on 
polices  for  another  250  stores, 
which  it  will  roll  out  after  gaug- 
ing the  results  of  the  first  phase. 

After  completing  a  policy 
form,  customers  present  it  to  the 
till  and,  having  made  the  initial 
payment,  receive  instant  cover. 
Boots  says  the  policies  are  sup- 
ported by  24-hour  help  lines.  Its 
health  cover  lines  offer  advice 
from  nurses,  pharmacists  and 
midwives,  while  the  travel  cover 
lines  feature  travel,  legal  and 
medical  experts. 

A  spokesman  says  insurance  is 
an  ideal  product  for  its  cus- 
tomers, most  of  whom  are 
women.  "They  are  the  family 
managers,  but  they  don't  usually 
buy  insurance,"  he  says.  He 
denies  BTC  is  targeting  the  ser- 
vices at  Advantage  card  holders, 
although  the  holders  will  receive 
points  when  they  buy  policies. 

BTC  has  no  plans  to  deal  with 
private  medical  insurance  and, 
unlike  supermarket  chains,  it 
will  not  launch  banking  facilities. 


Bath,  Bristol,  Somerset,  Swin- 
don, Cheltenham  and  Glouc- 
ester Branches,  RPSGB 

The  Aztec  Hotel.  'Infertility  and 
its  treatments'. 
THURSDAY  APRIL  2 

Glasgow  Branch,  RPSGB 

AGM  at  the  Royal  Scottish  Auto- 
mobile Club,  Glasgow. 


Steve  Russell,  BTC's  managing 
director,  says:  "We  will  use  Boots 
the  Chemists'  retail  skills  to  posi- 
tion and  sell  the  policies  and  we 
will  use  our  stores  network,  mak- 
ing our  entry  into  this  market  low 
cost  and  low  risk." 

While  the  National  Pharma- 
ceutical Association  recently 
expanded  its  travel  insurance 
service  to  cover  customers,  it 
does  not  intend  to  move  into 
health  insurance. 
•  BTC  has  reorganised  its  store 
management  structure,  which 
previously  comprised  two 
'chains':  250  of  its  biggest  stores 
and  about  1,150  small  stores.  The 
old  set  up  meant  that  two  stores 
in  the  same  area  could  be  man- 
aged by  different  teams. 

LInder  the  new  structure,  BTC 
has  formed  69  geographical 
areas,  each  of  which  has  about  20 
small  and  large  stores.  Each  area 
is  managed  by  a  customer  area 
manager,  who  reports  to  one  of 
15  regional  general  managers. 
The  new  set  up  will  allow  BTC 
stores  to  develop  local  strategies 
to  serve  specific  customers. 

Schering  profits  rise 
33pc  to  DM218m 

Schering's  profits  last  year  rose 
33  per  cent  to  DM2 18m  (S73m)  on  j 
sales  of  DM6.2bn.  Its  turnover  -I 
up  18  per  cent  -  reflects  the  con-l 
tribution  of  Leiras  andl 
Jenapharm,  two  companies  it|J 
acquired  in  1996. 

The  company  expects  sales  this|i 
year  to  reach  DM6. 6bn.  Its  fertil-l 
ity  control  and  hormone  therapjl 
products  should  see  "double! 
digit"  growth,  partly  because  oil 
new  products.  Schering's  therai 
peutic  sales  will  be  more  sluggish! 
due  to  stronger  competition  ir^j 
the  multiple  sclerosis  treat  men 
market.  The  company  will  spencj 
DM1. 3bn  on  research  and  devell 
opment  this  year. 

Its  European  sales  last  year] 
backed  by  a  strong  performance , 
from  Betaferon,  rose  24  per  cenl 
to  DM2.954bn.  Schering  says  thi  • 
brand  was  successful  in  the  UKl 
even  though  it  had  reimburse^ 
ment  problems  for  its  multipM 
sclerosis  product.  Betaferon  i'( 
being  tested  for  the  secondary 
progressive  form  of  multiple  sck; 
rosis.  Schering  plans  to  seek  regj ; 
ulatory  approval  for  this  tread 
ment  in  summer. 

Through  Berlex,  Schering' 
subsidiary,  its  US  sales  grew  1 
per  cent  to  DMl.OOlbn. 

The  German  company  scoffe 
at    any    notion    of  merger.' 
Dr  Giuseppe  Vita,  its  chairmar 
says  it  is  determined  to  remai  : 
independent. 


'Check  your  VAT  returns' 


A  firm  of  chartered  accountants 
has  urged  pharmacists  to  double 
check  their  VAT  returns  to  make 
sure  they  are  not  paying  too 
much. 

Solihull-based  Raftery  &  Co 
says  a  number'  of  pharmacists 
around  the  country  have  found, 
over  the  past  year,  that  their  VAT 
calculations  are  wrong. 

Colin  Greenhall,  Raftery 's  VAT 
consultant,  says  some  pharma- 
cists have  overpaid  VAT  by  thou- 


sands of  pounds. 

The  problem  stems  from  the 
c  omplex  nature  of  the  VAT  Retail 
Sc  heme,  which  is  changing  for  all 
retailers  next  week. 

"As  a  result,  they  need  to  look 
very  carefully  at  how  they 
account  for  zero  rated  items  that 
are  sold  on  prescription,  sales  to 
doctors  or  other  pharmacists 
within  the  scheme  and  the  treat- 
ment of  baby  milk  vouchers," 
says  Mr  Greenhall. 


Alliance  Unichem  has  launched  a  summer  advertising  campaign  with 
a  holiday  health  theme.  On  the  road  from  April,  the  company's  vans  will 
display  its  Travel  Calm  tablets  on  the  front  and  two  products  from  its 
Sun  Care  range  on  the  side 
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APPOINTMENTS 


There  is  no  better  shop  window 
for  your  skills 

PHARMACY 
DISPENSER 


West  End 


Your  future's  bright 
with  Jenrick 

Jenrick  Medical  Ltd.  has  a  range  of  vacancies  for  locum  and 
permanent  pharmacists  in  most  areas  of  the  UK.  We  can  help  with 
registration,  work  permits,  visas  etc,  and  would  like  to  hear  from 
pharmacists  with  hospital  and  community  experience.  We  have  a 
variety  of  locum  contracts  available  from  1  month  to  2  years,  all  with 
excellent  terms  and  conditions. 

Thinking  of  working  in  the  UK?  Call  Jenrick  Medical  Ltd. 


Tel:  +44  1276  676141 

or  fax  your  CV  direct  to  +44  1276  692374 
email:-  medieaKs'jen-med. demon. co.uk 

Jenrick  Medical  Ltd,  145-147  Frimley  Road, 
Camberley,  Surrey,  GU15  2PS.  UK 


jenrick 


As  a  talented  dispenser,  there  can  surely  be  no  better 
place  to  demonstrate  your  ability  and  potential  than 
the  prestigious  John  Bell  &  Croydon  Pharmacy  in 
London's  West  End. 

Attracting  clientele  from  the  Harley  Street  area,  John 
Bell  is  a  flourishing  business  with  an  excellent 
reputation  and  plans  for  future  growth. 

You'll  assist  our  pharmacists,  dispensing  a  large  volume 
of  private  prescriptions  and  of  course,  upholding  our 
reputation  for  the  highest  levels  of  customer  service. 

A  confident  communicator,  you  will  need  to  be 
numerate,  ideally  with  good  keyboard  skills.  Dispensing 
experience  is  an  advantage,  however  we  are  offering 
first  rate  training  in  this  area. 

In  return  we  offer  competitive  rewards  including  a 
generous  staff  discount. 

To  apply,  please  send  your  CV  and  current  salary 
details  to:  Ms  Meeta  Chohan,  John  Bell  and  Croydon, 
50-54  Wigmore  Street,  London  W1H  8AU. 
Tel:  0171  935  5555. 


Ireland 

'A  real  alternative  for  professional  pharmacists' 

McSweeny  Group  are  currently  updating  their  Pharmacist  Recruitment  File. 

If  you  are  a  Pharmacist  seeking  a  challenging  and  rewarding  position  in 
retail  pharmacy  where  the  emphasis  is  on  the  provision  of  quality  healthcare 
to  patients  whilst  working  in  a  truly  professional  and  highly  organised 
environment,  then  come  and  talk  to  us  in  confidence  and  without 
obligation.  We  are  located  in  Sligo,  Limerick,  Cork,  Dublin  and  other  areas. 
For  further  information  call  or  write  to: 
Pat  Durkin  iMPSl,  413  Howth  Road,  Raheny,  Dublin  5. 
Teh  00  353  1  83 14341 ,  Fax:  353  1  8329839  or  mobile:  353  88  537523 


BOURNEMOUTH  -  IS  THIS  YOU? 

We  are  a  friendly  Community  Pharmacy  in  need  of  a  Pharmacist  re 
work  Monday  &  Tuesday  (possible  Saturday  also)  to  job  •'hare'  with 

existing  Pharmacy  Manager. 
Excellent  staff  and  dispensing  Technician,  supervisor  to  help  with 
shop  responsibilities. 
Excellent  rates  and  holidays. 

Apply  Nicola  Gough  01202  749397  (9.30-2pm) 
01202  523481  (2pm  and  evenings) 
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APPOINTMENTS 


Pharmacist  Required 

McKeagney  Chemists 

Excellent  package. 

Contact  Sheelin  McKeagney 
Tel:  01762  322295 

or  write  to: 

10  Edward  St.,  Lurgan,  Co.  Armagh  BT66  6DB 
e-mail  mckeagneys@compuserve.com 

by  11th  April 

We  are  an  equal  opportunities  employer 


Dl" 


DJ" 


•We,  6^ 

PHARMACY  MANAGERS 

ILFORD,  SEVENOAKS  (KENT),  KENTISH  TOWN,  READING 

Rapidly  expanding  group  seeks  managers  for  the  above  branches.  Experience  essential  but  mil  consider,  in  exceptional  cases, 
a  newly  qualified  Pharmacist.  Excellent  package  available  including  medical  insurance  and  pension  scheme. 

READING:  LOCUM 

Required  three  days  a  week  hours  by  negotiation. 
Contact  Raj  Patel:  0836  273806  (mobile) 

In  writing,  with  C.V.,  to:  Raj  Patel,  Day  Lewis  Pic,  Bensham  House,  324-340  Bensham  Lane, 
Thornton  Heath,  Surrey  CR7  7EQ  Tel:  0181  689  2255  Fax:  0181  689  0076 


IRELAND -CO.  CORK 
WALSH'S  PHARMACY  GROUP 

PHARMACIST  REQUIRED 

Full  supporting  staff.  Excellent  terms  and  conditions  for  suitable 
candidate.  Full  time  permanent  post. 

For  further  information  contact: 
Martin  Walsh  M. P.S.I 
Carrigaline,  Co.  Cork. 

TEL  OO  353  21  371257  (Anytime) 


Ireland 

Wexford 

Enthusiastic  Pharmacist 
required  for  busy  pharmacy  in 
South  East  of  Ireland.  Only  one 
hour  from  Dublin.  Challenging 
position.  Excellent  salary  and 
conditions.  Position  available 
immediately  or  within  the  next 
3  months. 

Telephone  Michael  on 
00  353  55  21339  anytime  or 
Fax  00  353  55  21644. 


PETERBOROUGH 

Enthusiastic  self-motivated  Pharmacy 
Manager  required  for  a  Community 
Pharmacy.  We  offer: 

■  Excellent  Salary  ■  Four  weeks  holiday 

■  Private  Medical  Insurance 
■  Contributory  Pension  Scheme 

■  RPSGB  Subscription 
■  Sickness  and  Accident  Scheme 

■  Staff  Discount  ■  Good  Supporting  Staff 
Please  write  enclosing  your  CV,  in 
confidence,  to  The  Superintendent 

Pharmacist,  Pirmo  Chemist  Ltd, 
63  Mayors  Walk,  West  Town, 
Peterborough  PE3  6EX  or 
Telephone  01733  564144  


BRIGHTON 

Manager  required  to  work  in  a 
friendly  community  pharmacy. 
Excellent  and  very  friendly 
supporting  staff. 

Telephone: 
01323  896421 

(evenings) 


Deal,  Kent  Coast 

Enthusiastic  manager  or 
locum  lor  friendly  pharmacy. 
Excellent  supporting  staff.  No 
paperwork.  Hours  9-6,  5.30 
Saturday.  Flexible  working 
week  if  helpful.  Negotiable 
salary.  Newly  registered 
invited  to  apply. 

Please  call  Ian  Hunter 
01233  840767  after  6pm 


EVESHAM 

Enthusiastic  Pharmacist  required 
to  join  team  at  two  pharmacies. 
Excellent  working  conditions, 
PILLS  and  Check  Out  computer 
systems.  Flexible  hours, 
experienced  supporting  staff. 

For  further  details  please  phone 
Patricia  Alesbury  on  01386 
422064  after  7pm  and 
weekends 


Londonderry, 
Northern  Ireland 

Part-time  pharmacist  required  for 
regular  Sunday  work. 
Hours:  1.00  p.m.  -  6.00  p.m. 

For  further  details  contact: 
Mr  Bradley 

Tel:  01 504  348595 


Northwest 

Pharmacist  Managers  required  for  easily  run 

community  pharmacies  in  Liverpool/ 
Warrington/Manchester.  Five  day  week,  four 
weeks  holiday.  Good  supporting  staff.  Training 
will  be  provided  for  newly  qualified  and  hospital 
pharmacists.  Long  term  and  Saturday  locum 
welcome.  Salary  negotiable. 
Please  phone  Paul  on: 
01925  264183 


Buckingham 

Pharmacist  required  for  busy 
GP  surgery  dispensary.  Good 
supporting  staff.  Half  days 
Monday  to  Friday. 
Please  contact: 
Mrs  L.  Bensley 
Tel:  01280  822777 


TECHNICIANS/ 
COUNTER  STAFF 


Dispensing/ 
Senior  Assistant 

Need  a  new  c hallcngc? 

Feel  you  are  able  to  achiexe  more? 

Pharmacy  in  North  London  requires  a 
flexible  full-time  member  of  staff  to 
assist  in  dispensing  and  day-to-day 
running  of  the  shop. 

Interested? 
Tel:  0171  249  0306 


NOTTINGHAM 

Toton/Chilwell 

Pharmacist  required  for  small 
group  of  independent  pharmacies. 
Excellent  supporting  staff.  Hours 
and  salary  by  negotiation. 

In  the  first  instance 
contact  J.  Watts 

Tel:  01753  867030 

(9.00-5.30,  Mon-Fri) 


LONDON  SE 

Pharmacist  wanted  in  a 
busy  New  Cross  chemist. 
Hours  Mon  -  Sat, 
salary  negotiable. 
Contact  Krisons 
Tel:  0181  691  0058 


Ewell  Surrey 

Pharmacist  required  to  start  1st  May. 
Newly  qualified  considered. 

Minimum  paperwork.  Excellent  supporting 
staff.  Competitive  salary  package. 

Please  telephone  0181-393-1000  daytime 
or  0181-395-5218  evenings 


LOCUMS 


ESSENTIAL 

LOCUM 
SERVICES 
ELS 

Pharmacists,  locums  and 
Technicians  are  invited 
to  register. 

•  Nationwide  coverage  • 
•  Competitive  prices  * 

Call  Sue  on 

0121  444  0075 


Hornchurch,  Essex 

Adjacent  Elm  Park  District  Line  station 

Enthusiastic  Pharmacist  required  lasl  two 
Saturdays  of  ever)'  month  9.00  a.m.  -  5.30  p.m. 
starting  luly  at  truly  local  community  pharmacy. 
Qualified  dispensing  lechnicians  and 
medicines  counter  assistanls  on  duty. 
Top  rate  to  right  person. 
Apply  to  Barry  Shooter 

Tel:  07000  746683 


r 

■28 


CHEMIST  &  DRUGGIST  28  MARCH  1998 


LOCUMS 


ACCOUNTANCY  SERVICES 


PHARM-ASSIST 


NATIONWIDE 


Professional  Locum  Introduction  Service 

^TMMj^™  Committed  to  Dispensing  Chemists  and  Pharmacists 

retail     Tel:  01  757  291133 
hospitals  01757  291144    f  FREE 

„™     Fax:  01757  291155 


http://www, 
apharmalocum.co.uk 

regularly  features 
short-  and  long- 
term  vacancies  for 

throughout 
Great  Britain 

Alternatively  contact 

Michael,  MRPharmS 
Tel/Fax: 

0121 353  8652 

to  register 

YOUR 

availability 


EMERGENCY  PHARMA-SYD 

LOCUM 

Only  bookings  within  two  weeks  from  date  will  be  taken 
in  order  to  be  available  at  short  notice.  Mon-Sat 
(EMERGENCY  RATES  APPLY) 

Mr.  S.  N.  Bashtord.      Beverley.     East  Yorkshire. 
Tel/Fax:  01482  881891  Mobile:  0410  735001 


Bournemouth 
SATURDAY  LOCUM 
REQUIRED 

Busy  Community  Pharmacy. 
Excellent  rates  or  pay. 
Apply  Nicola  Gough 
01202-749397  (9.30-2pm) 
01202-523481  (2pm  &  evening 


DIRECT  LOCUMS 

THE  INDEPENDENT'S  CHOICE 

We  provide  an  efficient  and 
comprehensive  locum  service 
nationwide,  at  an  affordable  price!!! 

CALL  NOW: 
0973  755  556/0956  504  291 

PHARMACISTS  RETAIL/HOSPITAL 
DISPERSING  TECH'S  RETAIL/HOSPITAL 
REGISTER  FREE  NOW!!!! 


UK  PHARMACY 
LOCUM  AGENCY 

•  We  supply  Pharmacists  and  Technicians 
to  suit  your  needs 

•  Call  01384  358322  for  free  registration 

•  Nationwide  coverage 

•  Permanent  recruitment  services 

•  Out  of  office  hours  service,  call 
0976  240772 

•  LOCUMS  URGENTLY  REQUIRED  * 


L.  NORTHERN 
LOCUMS 


The  highest  service,  the  lowest  prices 
Locums  urgently  required. 
Free  Registration. 
Please  call  now  on: 
(0161)  725  8063 


LONDON  NW2 

Locum  required  for  regular  day  in 
friendly  independent  pharmacy. 

Please  contact  Shubhash  on: 

0181  749  0782  or 

0181  452  2800 


NATIONAL  LOCUMS 

ESSEX,  KENT,  OXFORD,  NORFOLK, 
BRISTOL,  GLOUCESTER,  S.  WALES, 
NOTTINGHAM,  BIRMINGHAM  .  .  . 

*  Top  Quality  Pharmacists  available  for 
immediate  nationwide  cover 
*  Fast  and  Reliable  Locum  Service 

TEL:  0370  628791 

PHARMACISTS/TECHNICIANS 

are  invited  to  register 


SWINDON,  WILTS 

Locum  required  for  regular  days  (2-3  per 
week,  by  arrangement)  and  holidays.  Very 
experienced  staff  and  pleasant  working 
environment.  95%  dispensing  business. 

Contact  Ken  Schofield 
Tel:  01793  538529  (evenings)  or 

01793  616840  (days) 


FOR  SALE 


MERCEDES  500  SL 

May  91.  Silver  with  Blue  Leather.  53.00(1  miles  with  full  sen  ice  history.  Rear  seats 
fitted  air  conditioning,  electric  memory  seats.  MB  Alarm 
Private  sale.  £3 ',2 50 for  quiek  sale. 
Inspection  welcome. 
Tel:  0171  413  4259  (office)  01424  882599  (home),  0831  161551  (mobile). 


Overburdened  with  Self-Assessment  requirements! 

An  experienced  Midland-based  Chartered  Certified  Accountant  providing 
timely  service,  with  clear-fee  structure,  is  at  your  service.  For  an  initial  no 
obligation  consultation,  please  contact:  Abraham 

Unit  5  Ryknild,  Four  Oaks,  Sutton  Coldfield  B74  4UP 
Tel:  0121  353  5425  Fax:  0121  353  8652 


BUSINESSES  FOR  DISPOSAL 


Alliance 

Valuers 

&  Stocktakers 

In  addition  to  the  sale  of  pharmacies,  we  also  offer  expert  advice  on: 

Relocations 

Valuations  for: 

New  Contract  Applications 

Probate 

Negotiations  with  Doctors 

Capital  Gains  Tax  (1982) 

Corporate  Negotiations  with  Multiples 

Matrimonial  Disputes 

Arranging  Finance 

Purchasers  (Business  Buyers  Report) 

Pharmacy  Agents  for  all  of  the  UK  &  Ireland 

Tel  (01423)  508172 

Fax  (01423)  531571 

BUSINESSES  WANTED 


D  A  Y 

PI" 

LEWIS 


D  A  Y 

21! 

LEWIS 


iiirs 

Expanding  chain  of  over  30  pharmacies  seeks  to  acquire  pharmacies  in 
excess  of  £400,000  turnover  in  South  East  England  and  East  Anglia.  Groups 
or  individual  pharmacies  considered.  FREEHOLD  PURCHASED.  For  a 
quick  sale  please  write,  telephone  or  fax  details  in  strictest  confidence  to: 

KLrit  Patel,  Day  Lewis  Pic,  Bensham  House,  324  Bensham  Lane, 
Thornton  Heath,  Surrey  CR7  7EQ 
Tel:  0181  689  2255.  Mobile  0860  484999.  Fax:  0181  689  0076 


COMPUTER  SERVICES 


Alchemist  3000  PMR 

dispensary  system 
NEW  VERSION!!!!!! 

Prophet  2000  EPOS 
Intelligent  till  system 
Transform  vour  business 


1st  for 
SERl  ICE 


We  use  our 
engineers 


H  e  deliver  & 
install  FREE 


CHEMTEC  SYSTEMS  LTD. 

The  Old  Police  Station,  Golden  Hill, 
Leyland  PR5  2NN 
Tel  (01772)  622839  Fax  (01772)  6228  79 
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PRODUCTS  &  SERVICES 


Are  You  Feeling  Sad? 

Then  let  Colorama  lift  your  mood  with  our  prices  on  the  following: 

PROZAC  £7.09 

PAROXETINE  £15.25 
LOFEPRAMINE  £5.15 

We  have  given  our  prices  serious  depression  in  order  to  ensure  that  your  margins  do  not  suffer  from  erosion. 
In  fact,  we  service  over  2,000  accounts  to  whom  depression  is  an  alien  word  since  we  provide  them  with  a 
daily  service  at  keen  prices  and  a  minimum  of  out-of-stocks. 

INTERESTED? 

Then  why  not  call  Chris  or  Gary  now  and  find  out  more  on 

0500-58-58-90 
COLORAMA  Pharmaceuticals 

COLORAMA  PHARMACEUTICALS  LIMITED 

EUROPA  HOUSE,  ROWDELL  ROAD,  NORTHOLT  IND.  ESTATE, 
NORTHOLT,  MIDDLESEX  UB5  5QR 
TEL:  0181-842  0363  FAX:  0181-841  1655 

BELOW  IS  A  SAMPLE  OF  OUR  REGULAR  WEEKLY  OFFERS 


SIGMA  PHARMACEUTICALS  pic 

1  COLONIAL  WAY,  RO.  BOX  233, 
WATFORD,  HERTS  WD24EW 

WE  OFFER  YOU  THE  BEST  DEAL  ON 

IBUPROFEN 
TABLETS 

OTC  PACKS 
200mg  -  24's,  48's,  96's 

(White  Tabs,  Round,  S/C,  Blister) 

400  mg  -  24's,  48's 

(White,  Oval,  Blister) 

BUY  ONE  GET  ONE  IMM 

Please  note  our  new  telephone  no: 

Main  Line  -  01923  444999 
Customer  Service  -  01923  331409 
Stock  Enquiry  -  01923  331421 
Fax -01923  444998 


COLORAMA  Pharmaceuticals 

SPECIAL  OFFERS  FOR  THE  WEEK 

ADALAT  RETARD  20mg 

56  Pack  £4.39 
PROSCAR  TAB  5mg 
28  Pack  £17.89 

PREPULSID  TAB  lOmg 

50  Pack  £10.75 
CARDURA  TAB 
2mg/30  £9.55  4mg/20  £9.25 
PULMICORT  TURBO  200 
Each  £11.79 
RENITAC  TAB  5mg 
28  Pack  (Enalapril)  £5.65 
AMOXYCILLIN  CAPS 
500mg/100  £2.89  250mg/500  £7.79 
ERYTHROMYCIN  TAB  250mg 
500  Pack  £14.15 
CODYDRAMOL  TAB 
500  Pack  £4.19 
DICLOFENAC  S/R  TAB 
100mg/28  £1.59   75mg/56  £4.19 

DOTHIEPEN 
25mg/100  £1.95   75mg/28  £1.55 
BECLOMETHASONE  INHALER 
50mcg  £2.55   lOOmcg  £4.89  250mcg  £10.59 
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PRODUCTS  &  SERVICES 


OMRx 

HOW 

to  INCREASE  your  PROFIT 

without 
INCREASING  your  Turnover? 

For  further  Details  On  a 
'NEW  DEAL' 
from  SUPPLIERS 
to  CAMRx  Buying  Group 
Call  now  on  FREEPHONE 

0800  526074 

Mr.  R.  L.  Hindocha.  BPharm.MR  PharmS.FInstD. 
54/62  Silver  Street,  Whitwick,  Leicestershire  LE67  3ET 


WEST  LANCASHIRE 
PROFESSIONAL  FINANCE 

Our  experience  is  your  guarantee. 
LOWEST  RATES  FOR  PROF  ESSIONALS 


/  EASE  H.P.  &  BUSINESS  LOANS 
FOR  TAX  EFFICIENT  BORROWINGS 


CARS     COMPUTERS  EQUIPMEN1 
SI  IOP  FIT!  INC,  &  BUILDING 

Phone  LEN  CROSBIE 
01704  575265  or  Fax  01704  574072 


VETERINARY  SERVICES 


VETCHEM 


PROMOTING  ANIMAL  HEALTH  THROUGH  PHARMACY 
Worried  about  decreasing  N.H.S.  margins'.'  Increase  your 
retail  sales  by  opening  up  a  pet  section  in  your  pharmacy, 
concentrating  on  P  and  PML  products.  Full  help  given 
with  suggested  planograms. 
Problems  obtaining  veterinary  medicines?  We  have  access 
to  virtually  all  veterinary  medicines. 

Give  us  a  call 

Brian  G.  Spencer  Ltd,  19-21  Ilkeston  Road, 
Heanor,  Derbyshire  DE75  7DT. 
Tel:  0800  387348 


CHEMIST  -  WANTED  -  PHARMACY 

Surplus  Coloured  Glass  Bottles  and  Jars  Wanted 
Black  Glass  Jars.  Drug  Jars  -  Blue  or  Green. 
Blue  Castor  Oils.  Coloured  Soda  Syphons 
"Admiralty"  Square  Blue  Poisons.  Spare  Stoppers. 
Common  Blue  "Not  to  be  taken"  Poisons  -  All  shapes. 
Mixed  Assortments  of  Surplus  Bottles  as  above. 

Contact:  Eric  Padfield, 
18  Mulberry  Gardens,  Sherborne,  Dorset, 
Tel:  01935  816073  Fax:  01935  814181 


Promote  your  Product,  Service  or  Business  for  Sale 
to  12,145*  retail  pharmacies  across  the  U.K. 

For  further  details  contact  on: 


ABC  Jan-Dec  '96 


Free  entries  in  'Business 
Link'  (maximum  30 
words)  are  restricted  to 
community  pharmacist 
subscribers  to  Chemist 
&  Druggist.  No  trade 
advertisements  will  be 
permitted.  Adverts  must 
be  submitted  on  the 
coupon  (right),  which 
must  be  properly 
completed,  and  include 
an  expiry  date  for 
products.  Acceptance  is 
at  the  discretion  of  the 
Publishers  and  depends 
on  the  space  available. 
Pharmacists  should  only 
advertise  medicines  for 
sale  where  the  product  is 
discontinued  or  in  short 
supply.  Medicines  must 
be  unopened  and  in 
original  packaging. 


To:  Business  Link,  CHEMIST  &  DRUGGIST,  MiUer  Freeman  House, 
Sovereign  Way,  Tonbridge,  Kent  TN9  1RW. 

PLEASE  COMPLETE  IN  BLOCK  CAPITALS 

Surname  

First  names  

Address  


 Postcode 

Personal  RPSGB  Registration  number  

Telephone  Number  

Proposed  advertisement  copy  (maximum  30  words) 
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OUT  &  ABOUT 


A  man  for  all  seasons? 

Pharmacist  John  Allen  uses  his  knowledge  to  help  save  lives  in  the  Scottish 
Highlands,  as  the  leader  of  the  Cairngorm  Mountain  Rescue  Team 


Most  people  shrink  away 
from  the  snow  and  ice 
when  winter  comes.  But 
for  a  few,  the  desire  to 
be  out  in  the  raw  ele- 
ments can  be  intense. 

This  attraction  can  sometimes 
be  fatal,  as  John  Allen  knows. 
For  besides  owning  a  pharmacy 
in  Kingussie,  Mr  Allen  is  the 
leader  of  the  Cairngorm  Moun- 
tain Rescue  Team.  And  he  has 
seen  many  tragedies  since  join- 
ing the  team  in  1972. 

Perhaps  surprisingly,  he  does 
not  condemn  as  foolish  those 
who  venture  out  on  the  moun- 
tains in  all  weathers.  Instead,  he 
and  his  team  understand  the  lure. 

"Our  rescue  team  is  made  up  of 
mountaineers  who  go  out  in 
good  and  bad,"  he  says.  "Every- 
one makes  up  their  own  mind. 
We  have  the  choice  to  go  the  next 
day,  but  if  someone  has  come 
from  afar,  the  decision  to  go  out 
on  that  day  is  much  stronger." 

Hence,  he  is  not  annoyed  by 
the  people  he  rescues  as  he  can 
understand  their  motivation. 
"These  'silly  fools'  are  our- 
selves," he  says. 

There  is  also  a  feeling  of  'there 
but  for  the  grace  of  God  go  I'.  Mr 
Allen  once  fell  70  feet  injuring  his 
ankle,  but  pride  meant  it  took 
him  nine  hours  to  get  off  the 
mountain  rather  than  call  out  the 
rescue  team.  "Accidents  will  hap- 
pen," he  comments. 

Outdoor  passion 

Mr  Allen  is  a  former  townie  who 
has  been  seduced  by  the  great 
outdoors.  He  left  his  native  Glas- 
gow, via  Edinburgh,  having  quali- 
fied as  a  pharmacist.  Asking  for  a 
r  ural  transfer,  Mr  Allen  arrived  in 
the  Highlands  in  1971,  and 
shortly  afterwards  bought  a 
pharmacy  in  the  heart  of  the 
Cairngorms  in  Kingussie. 

He  started  out  as  a  fair  weather 
fell-walker,  but  after  volunteer- 
ing to  join  the  Cairngorm  Moun- 
tain Rescue  Team,  Mr  Allen 
developed  a  passion  for  winter 
mountaineering. 

But  most  people's  view  is  con- 
firmed when  he  says:  "In  winter, 
the  days  are  short  and  the 
weather  can  be  horrendous.  The 
chance  of  getting  good  weather- 
in  Scotland  in  winter  is  remote." 

Being  stuck  on  a  mountain  in 
inclement  weather  sets  an 
almost  irresistible  challenge: 
"You  have  got  to  be  prepared  to 


get  off  the  mountain.  It  is  very 
satisfying  to  navigate  your  way 
down,"  he  says. 

However,  death  is  always 
something  that  the  team  must 
face  when  involved  in  a  rescue. 
Mr  Allen  is  not  being  callous 
when  he  says  dealing  with  dead 
adults  is  not  a  major  problem. 
"Invariably  the  rescue  is  in  bad 
weather  and  we  just  want  to  get 
honre  again.  It  can  take  6-7  hoirrs 
to  find  [the  body]  and  then  we 
are  faced  with  getting  it  off  the 
mountain.  We  are  just  glad  that 
we  have  found  them  so  that  we 
can  get  them  home." 

The  real  anguish  comes  when 
children  are  involved.  The  death 
of  a  10-year-old  girl,  from  hypo- 
thermia one  summer,  was  very 
emotional  -  all  the  team  mem- 
bers have  children. 

Peak  time 

There  are  eight  mountain  rescue 
teams  in  Scotland.  The  CMRT 
covers  aboirt  200-300  square 
miles  in  the  Highland  region  cen- 
tred on  Aviemore,  from  the  edge 
of  the  lowlands  to  Inverness,  and 
from  Loch  Ness  across  to  Brae- 
mar.  The  team  is  also  responsible 
for  the  Old  Man  of  Hoy  in  Orkney 
as  they  have  access  to  RAF 
Lossiemouth 

Unsurprisingly,  the  busiest 
time  is  winter,  from  January  to 
March.  The  team  is  on  call  24 
hours  a  day  year  round,  but  in 
reality  it  gets  called  out  only 
about  30  times  each  year.  And 
although  the  public  tend  only  to 
read  about  the  deaths,  a  lot  of 
incidents  are  very  simple  to  deal 
with,  says  Mr  Allen. 

Whether  the  incident  is  an 
accident,  a  missing  person  or  an 
avalanche  has  a  bearing  on  the 
team's  response.  Accidents  and 
avalanches  will  generate  an 
immediate  response,  but  missing 
person  reports  allow  some  lee- 
way. 

Half  of  missing  person  cases 
involve  people  who  have  not 
returned  when  they  said  they 
would.  "People  can  be  benighted 
and  stuck  in  the  bad  weather 
even  if  they  are  experienced," 
says  Mr  Allen.  Chances  are  bet- 
ter the  more  people  there  are  in 
the  missing  party.  If  they  are 
adults,  it  is  normally  considered 
safe  to  leave  any  search  for  six  to 
12  hours,  but  the  response  is 
immediate  if  children  are 
involved. 


"Accidents  are  much  easier," 
says  Mr  Allen.  "Searches  are  just 
a  nightmare.  We  just  can't  rest 
when  we  know  they  are  there  but 
we  just  can't  find  them."  Bal- 
anced against  this  is  the  argu- 
ment that  not  everyone  is  seek- 
ing help.  "The  last  thing  we  want 
to  do  is  rescue  people  who  do 
not  want  to  be  rescued,"  says  Mr 
Allen. 

If  there  is  a  helicopter  avail- 
able, usually  from  RAF  Kinloss 
or  RAF  Leuchars,  then  it  will  be 
requested  for  accidents  as  it  can 
contribute  enormously  by  saving 
time. 

Having  a  helicopter  also  helps 
ease  the  workload  on  the  rescue 
team  as  it  can  replace  the  24  peo- 
ple needed  to  carry  one  person 
off  a  mountain.  Having  possibly 
spent  several  hours  looking  for 
someone,  the  team  can  be  faced 
with  a  long  slog  back  carrying  a 
heavy  adult  to  safety. 

One  of  the  factors  contributing 
to  accidents  is  that  people  are 
reluctant  to  retreat  or  change 
their  plan  even  though  they  can 
see  the  weather  is  deteriorating. 
Once  hypothermia  sets  in,  judg- 
ment can  be  severely  impaired. 
Snow  can  quickly  cover  tracks 
and  most  people  do  not  appreci- 
ate how  quickly  they  can  get  lost. 

"You  should  always  turn  back 
while  in  control,  otherwise  you 
may  make  decisions  which  could 
be  very  costly  later  on,"  advises 
Mr  Allen.  He  speaks  from  experi- 
ence having  turned  back  because 
of  the  weather  only  100m  short 
of  a  summit  in  the  Alps  after 
three  days  of  climbing. 

However,  if  you  do  become 
lost,  it  is  always  better  to  get 
down  to  some  lower  ground  to 
avoid  the  cold  which  can  be 
worse  than  a  domestic  freezer. 

Medical  support 

As  well  as  Mr  Allen's  pharmacy 
input,  the  team  also  has  two  doc- 
tors and  a  dentist.  After  being 
involved  in  mountain  rescues  for 
so  long,  Mr  Allen  has  gained  a 
considerable  knowledge  of  med- 
icine relating  to  hypothermia. 

"  Pharmacy  has  definitely 
helped,"  he  says.  "I  don't  feel  at 
all  intimidated  about  talking 
about  any  hill-type  medical  prob- 
lems, which  are  not  necessarily 
seen  in  accident  and  emergency. 
Mountain  first  aid  is  totally  dif- 
ferent to  road  traffic  accidents." 

As  the  team  may  be  a  long  way 


The  Cairngorm  Mountain  Rescue 
Team  practises  rescues  all  year 
in  preparation  for  the  real  thing 

from  help  when  they  find  a  casu 
airy,  they  may  decide  the  person 
has  no  vital  signs,  or  may  admin- 
ister certain  drugs.  For  example, 
team  members  are  authorised  to 
give  cyclomorplune  and  Entonox 

"Giving  IM  cyclomorphine  can 
have  a  euphoric  effect  and  put 
the  casualty  in  a  good  mood, 
which  is  half  the  battle,"  says  Mr| 
Allen.  And  although  there  may  bej 
concerns      over  respiratory 
depression,  a  person  with  a  bro 
ken  rib  will  breathe  more  easily  il 
they  don't  feel  the  pain  -  espe 
cially  if  they  are  faced  with  a  fourjj 
hour  trip  down  a  mountain  side 
on  a  stretcher. 

So  what  is  the  attraction  about 
being  out  in  the  mountains?  It  ii 
a  great  stress  buster,  explains  Mr  i 
Allen. 

"Mountaineering  concentrate; 
the  mind.  You  don't  think  of  work 
The  time  flashes  by  as  you  an 
totally  committed.  It  is  like  beinj 
brainwashed;  you  can  face  th< 
world,  or  anything  else  that  hit' 
you." 
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PHARMACISTS  RAISE 

£40,000  and  turn  £'s  into  lbs 


and  help  babies  like  Alistair 


Last  June,  Calpol,  Britain's  leading  children's  analgesic,  and 
BLISS,  Britain's  leading  special  care  baby  charity,  joined 
forces  to  raise  money  through  pharmacy  for  much 
needed  baby  care  equipment. 

As  a  result,  a  staggering  £40,000  has  been  raised. 
Added  to  the  money  collected  in  1 996,  the 
Calpol/BLISS  appeal  has  now  raised  over 
£  1 00,000.  This  is  already  being  used  to 
support  BLISS  in  its  quest  to  help  the  70,000 
babies  requiring  treatment  in  special  baby  care 
units  each  year.  BLISS  currently  receives  requests 
totalling  £1.3  million  for  equipment. 

Thanks  to  efforts  made  by  pharmacists  more  babies 
(and  their  parents)  will  be  helped  during  1998.  Alistair 
(pictured)  who  was  born  weighing  only  I  lb  8oz  and 
who  is  now  a  healthy  robust  two  year  old  has  already 
benefited  greatly  from  the  support  the  Calpol  appeal 
has  been  able  to  supply. 

Thanks  to  you  for 
turning  £'s  into  lbs 


i 
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Calpol 

A  Paracetamol 


c 


Product  Information 

Presentation:  Calpol  Infant  and  Calpol  Infant  Sugar  Free:  120  mg  paracetamol  BP  per  5  ml.  Uses:  treatment  of  mild  to  moderate  pain  and  as  an  antipyretic. 
Dosage  and  administration:  Repeat  dose  every  4  hours  if  necessary,  up  to  max  of  4  doses  in  24  hours.  2-3  months:  2.5  ml  for  post-vaccination  fever.  In 
other  cases,  use  only  under  medical  supervision,  3  months  to  I  year:  2.5  -  5  ml.  1-6  years:  5  -  10  ml  Contra-indications,  warnings:  hypersensitivity,  caution 
in  presence  of  severe  hepatic  or  renal  dysfunction.  Side  effects:  rarely,  skin  rashes  and  other  allergic  reactions.  Drug  interactions:  barbiturates,  tricyclic 
antidepressants  and  alcohol  may  diminish  ability  to  metabolise  large  doses  of  paracetamol  Legal  category:  P  Product  licence  numbers:  Calpol  Infant 
15513/0004,  Calpol  Infant  Sugar  Free  15513/0006  Product  licence  holder:  Warner-Lambert  Consumer  Healthcare,  Lambert  Court.  Chestnut  Avenue.  Hants 
5053  3ZQ.  Retail  price  (ex-VAT):  Calpol  Infant  70  ml  £1.49 140  ml  £2.71,  Calpol  Infant  Sugar  Free  £2.71.  Date  of  preparation:  March  1998. 
BLISS  (Baby  Life  Support  Systems),  17-21  Emerald  Street,  London,  WCIN  3QL.  Registered  Charity  Number  1002973.  Registered  Company  Number  209210. 
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ABBREVIATED  PRESCRIBING  INFORMATION 
TELFAST  fexofenadine  hydrochloride 
Presentations:  lelfast  1 20  is  a  film-coated  peach  coloured 
tablet  containing  fexofenadine  base  equivalent  to  1 20mg  of 
fexofenadine  hydrochloride.  Telfast  1 80  is  a  film-coated  peach 
coloured  tablet  containing  fexofenadine  base  equivalent  to 
180mg  of  fexofenadine  hydrochloride.  Indication:  Telfast  120 
is  licensed  toi  relief  of  symptoms  associated  with  seasonal 
allergic  rhinitis  and  Telfast  1 80  is  licensed  for  relief  of  symptoms 
associated  with  chronic  idiopathic  urticaria  Dosage  & 
Administration:  For  the  tieatment  of  seasonal  allergic  rhinitis, 
the  recommended  dose  of  fexofenadine  hydrochloride  for 
adults  and  children  aged  1 2  years  and  over  is  1 20mg  once 
daily.  For  the  treatment  of  chronic  idiopathic  urticaria,  the 
recommended  dose  of  fexofenadine  hydrochloride  for  adults 
and  children  aged  1 2  years  and  over  is  1 80mg  once  daily.  The 
efficacy  and  safety  of  fexofenadine  hydrochloride  has  not 
been  studied  in  children  under  12  years.  Contra-indicalions: 
Known  hypersensitivity  to  any  of  the  products  ingredients 
Precautions:  It  is  not  necessaiy  to  adjust  the  dose  of 


TEF  1 75 


Date  of  Preparation:  Febiuary  1998. 


fexofenadine  hydrochloride  in  the  elderly  or  in  renally  or 
hepatically  impaired  patients.  (Although,  as  with  most  new 
drugs,  fexofenadine  hydrochloride  should  be  administered 
with  care  in  these  special  risk  groups.)  Side  effects:  In 
controlled  clinical  trials  the  incidence  of  commonly  reported 
adverse  events  observed  with  fexofenadine  was  similar  to  that 
observed  with  placebo.  These  adverse  events  were 
headache,  drowsiness,  nausea,  dizziness  and  fatigue. 
Pregnancy  &  Lactation:  As  there  is  no  experience  with 
fexofenadine  hydrochloride  in  pregnant  women,  Telfast  1 20 
and  Telfast  1 80  are  not  recommended  in  pregnancy  or  for 
mothers  breast-feeding  their  babies.  Legal  Category:  POM. 
Package  Quantities:  Packs  of  30  tablets  Marketing 
Authorisation  Number:  Telfast  120:  PL  4425/0157  Tellast 
180:  PL  4425/0158.  NHS  Price:  Telfast  120  Tablets:  £7.40: 
Telfast  180  Tablets:  £9.63.  Marketing  Authorisation  Holder: 
Marion  Merrell  Ltd,  Broadwater  Park,  Denham,  Uxbridge, 
Middlesex,  UB9  5HR  Further  information  including  a  full 
Summary  of  Product  Characteristics  is  available  from  Hoechst 
Marion  Roussel  Ltd  at  the  above  addiess. 


fexofenadine  120mg  o.d. 

Hoechst  Marion  Roussel 
Hoechst " 


Hoechst  Marion  Roussel 
The  Pharmaceutical  Company 
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Pretty  in  pink  t  So  you're  having  a  baby?  ABC  oi  vitamins  •  Oils  tor  ills 


Wake  up  to  Nytol 


Bright  and 
refreshed. 


Clinically  proven  nighttime  sleep  aid 


The  new  re-launched  Nytol  is  the  brightest  star  in 
the  OTC  sleep  aid  market. 
A  market  which  Nytol  still  utterly  dominates  from 
the  No  1  position,  despite  fierce  competition. 
But  the  first  thing  that  should  catch  your  eye  is 
the  new  packaging.  Look  closer  and  you  will  see 
that  Nytol  Original  and  Nytol  One-A-Night  are 
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now  both  in  easy  to  s wallojv  caplets,  in  mode 
convenient  blister  packs. 
The  whole  Nytol  range  continues  to  hold  the  e 
of  the  consumer  through  extensive  TV  advertisirj 
PR  and  advertorials  in  women's  press. 
You'd  better  stock  and  display  Nytol  right  now,: 
the  demand  might  just  give  you  a  rude  awakeniil 


The  dream  product's  just  got  better. 


Product  information  Presentation:  Nytol:  White  uncoated  oblong  caplets  imprinted  with  an 
"IM"  each  containing  25mg  of  Diphenhydramine  Hydrochloride  BP.  Nytol  One-A-Night:  White 
uncoated  oblong  caplets  imprinted  with  "N50",  each  containing  50mg  of  Diphenhydramine 
Hydrochloride  BP  Dosage  and  administration:  Two  25mg  caplets  or  one  50mg  caplet  to  be  taken 
orally  20  minutes  before  going  to  bed,  or  as  directed  by  a  physician  Not  recommended  for 
children  under  16  years  Uses:  An  aid  to  the  relief  of  temporary  sleep  disturbance  Contra- 
indications: Hypersensitivity  to  diphenhydramine,  asthma,  narrow  angle  glaucoma,  prostatic 
hypertrophy,  stenosing  peptic  ulcer,  pyloroduodenal  obstruction  or  bladder  neck  obstruction. 
Warnings  and  precautions:  Nytol  and  Nytol  One  A  Night  are  not  recommended  during 
pregnancy  or  for  nursing  mothers  Concomitant  use  with  alcohol,  other  hypnotics,  sedatives, 
tranquillizers  or  monoamine  oxidase  inhibitors  should  be  avoided.  Nytol  and  Nytol  One-A-Night 


should  be  used  with  caution  in  patients  with  myasthenia  gravis  or  seizure  disorders.  I 
and  Nytol  One-A-Night  produce  drowsiness/sedation  soon  after  dosing  and  will  affect  a| 
to  drive/use  machines  Tolerance  may  develop  with  continuous  use  Side-effects:  Dizz 
drowsiness,  grogginess,  dryness  of  mouth,  nausea  and  nervousness.  Antihistamines  have  I 
reported  rarely  to  cause  thrombocytopaenia  Pharmaceutical  precautions:  Store  in  a  dry  [; 
Legal  category:  P  Retail  selling  price  including  VAT:  Nytol  £2  25  for  16  caplets.  Nytol  One-A-I: 
£3.85  for  16  caplets  Product  licence  number:  Nytol  0036/0050.  Nytol  One-A-Night:  0036/: 
Product  licence  holder:  Stafford-Miller  Limited,  Welwyn  Garden  City,  Herts.  AL7  3SP.  Daj 
preparation:  February  1998.  Nytol  is  a  registered  trademark  and  Nytol  One-A-Night  and  tl 
logo  are  trademarks  of  Stafford-Miller  Limited  Further  information  is  available  form  Profesj 
Relations  Division,  Stafford-Miller  Limited,  Broadwater  Road,  Welwyn  Garden  City,  ALjJi 
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Pretty  in  pink 

Pink  and  blue  are  the  two  main 
colours  tor  the  coming  season. 
Anne  Mullee  advises  how  to 
wear  them 
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Save  our  skin 

Our  resident  pharmacist  Jeremy 
Clitherow  discusses  what  you 
can  do  to  help  eczema  patients 


So  you're  having 
a  baby? 

From  folic  acid  and  diet  to  smoking  and 
drinking,  consultant  pharmacist  Mary 
Allen  outlines  the  do's  and  don'ts  of 
pregnancy 

20 

It's  as  easy  as 
ABC 

Vitamins  A,  B  and  C  are 
essential  for  healthy  growth. 
Zita  Thornton  explains  why 
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Oils  for  ills 

Can't  sleep?  Jetlagged7  Does  your 
fridge  smell?  Over  the  Counter 
discovers  some  new  uses  for  essential 
oils 

12 


OVER  THE  COUNTER 


Volume  1  O  Number  70 

March  1998 


Colleagues  as 
customers 

Treating  your  colleagues  as 
internal  customers  can  improve 
the  service  you  provide  to 
external  customers. Diane 
Bailey  shows  you  how 

24 
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VER  THE  COUNTER  28  March  1! 


The  role  of  the  pharmacy  assistant 
has  changed  dramatically  during 
the  past  three  years.  Until  recently, 
pharmacy  assistants  were 
regarded  by  many  members  of  the 
public,  sales  representatives  and 
even  pharmacists  as  glorified 
shopworkers  -  but  not  any  more. 
Assistants  are  now  recognised  as 
valuable  members  of  the 
pharmacy  team  who  work  with  the 
pharmacist  to  provide  the  public 
with  ever-increasing  standards  of 
pharmaceutical  care. 

When  the  Royal  Pharmaceutical 
Society  of  Great  Britain  introduced 
a  requirement  for  all  pharmacy 
assistants  working  on  the 
medicines  counter  to  become 
trained  to  an  accredited  level,  not 
everyone  was  pleased. 

Many  assistants  felt  they  had 
been  doing  the  job  to  the 
satisfaction  of  their  customers  and 
employer  for  years  -  what  more 
could  they  learn?  Large  numbers 
of  pharmacists  were  unable  to 
look  ahead  and  see  how  their 
business  would  benefit  from 
having  fully-trained  staff.  Some 
employers  begrudged  the  money 
it  was  costing  them  to  educate 
their  staff  -  a  few  Scrooges  even 
forced  their  assistants  to  pay  for  it 
themselves. 

But  it  has  been  worth  the  effort. 
Thousands  of  assistants  have  now 
completed  training  courses  and 
their  new  knowledge  has  given 
them  the  confidence  to  take  on 
greater  responsibility  in  the 
pharmacy.  This,  in  turn,  has  led  to 
greater  job  satisfaction  and 
motivation. 

Pharmacists  have  benefited  as 
well,  as  they  can  now  delegate  to 
assistants,  secure  in  the 
knowledge  that  they  have  the 
necessary  training.  In  order  to 
supervise  assistant  training,  many 
pharmacists  have  had  to  do  some 
revision  of  their  own  -  no  bad 
thing  considering  continuing 
education  for  pharmacists  is  not 
yet  compulsory. 

Over  2,000  pharmacy 
assistants  (hopefully  all  of  the 
OTC  readers)  have  completed  the 
Cambridge  Counterpart  training 
course.  On  pages  7  and  8  you  will 
find  an  update,  bringing  you  any 
relevant  changes  and  new  product 
information,  because  if  you  stand 
still  in  the  pharmacy  world,  in  a 
very  short  space  of  time  you've 
been  left  behind. 

On  a  less  serious  note  we've 
once  again  featured  pharmacy 
assistant  Philippa  Myles,  winner 
of  the  CTC/Miners  model 
competition  on  the  cover.  If  you 
would  like  to  be  this  year's  winner, 
watch  out  for  the  entry  form  for 
this  year's  competition  in  the  May 
23  issue  of  OTC. 


Maria  Murray 

Supplement  co-ordinator 
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NEWS 


Are  you  risking 
your  skin? 


This  year  the  Health  Education 
Authority  is  targeting  certain  groups 
who  are  more  at  risk  of  skin  cancer. 
Four  groups  have  been  identified 
whose  attitudes  to  tanning  or  their 
behaviour  in  the  sun  makes  them 
more  vulnerable  to  skin  cancer.  These 
are:  young  women;  babies  and  young 
children;  outdoor  workers,  and 
teenagers.  Specific  materials  have 
been  developed  for  each  group. 

For  example,  the  HEA  has 
discovered  that  young  women  are 
aware  of  the  risks  of  sun  damage  but 
are  willing  to  take  the  risk  in  order  to 
get  a  tan  and  look  'more  attractive'.  As 
a  result  the  HEA  highlights  the  ageing 
effects  of  sunlight  on  the  skin.  The 
strapline  on  the  postcard  above  reads 
'Try  our  a  revolutionary  new  anti- 
wrinkle  device  this  summer  -  a  hat'. 

New  FP10  will 
foil  fraudsters 

New,  coloured  FP10  prescription 
forms,  with  serial  numbers,  UV- 
sensitive  markings  and  microwriting, 
are  being  introduced  by  the 
government  in  an  attempt  to  reduce 
the  estimated  £15  million  the  NHS 
loses  every  year  through  theft  and 
counterfeiting. 

Colouring  the  form  and  adding  UV 
sensitive  markings  will  make 
counterfeiting  difficult,  particularly 
photocopying  the  form. 

Serial  numbers  will  allow 
identitication  of  false  serial  numbers  - 
for  example,  those  duplicating 
genuine  forms  as  well  as  making  it 
easier  to  trace  their  passage  through 
the  system. 

Microwriting,  which  can  only  be 
seen  using  a  powerful  magnifying 
glass  is  another  feature  intended  to 
foil  the  forgers.  If  you're  curious,  the 
writing  says  'National  Health  Service 


50  years'.  rw] 

Fraudsters 
who  attempt  ijpkgao" <m    \  s= 
to  rub  out  or 
amend  the 
doctor's 
writing  will 
soon 

discover  that 

the  surface  of  _J.  

the  form  will  ' 

now  react  to  E  — 

common  ink-  ||f 

erasing  — 1 

chemicals 

and  to  other  physical  tampering. 

The  new  forms  are  being  phased  in, 
starting  in  the  north  of  England  and 
working  south  through  Wales  and  the 
rest  of  England.  By  mid-April,  over  70 
million  forms  will  have  been 
circulated  across  the  country.  About 
400  million  forms  are  used  in  England 
alone  every  year. 

Lloyds 

Pharmacy  looks 
to  the  future 

Lloyds  Pharmacy  will  be  the  new 
name  and  identity  for  the  1 ,400  stores 
which  were  previously  under  the  Hills 
Pharmacy  or  Lloyds  Chemist  brands 

The  development  programme  for 
the  group  includes  radical  changes 
within  the  pharmacies  such  as 
opening  up  the  store  by  removing  the 
barrier  of  the  counter  between  the 
front  of  the  shop  and  the  dispensary 
in  front  of  the  counter. 

The  new  identity  for  Lloyds 
Pharmacy -a  cleaner  more 
contemporary  look  in  green  and 
cream  -  has  been  developed  for  every 
aspect  of  the  store  including  exterior 
fascias,  merchandising,  point  of  sale 
and  signage. 

More  than  400  Hills/Lloyds  stores 
will  be  rebranded  this  year  with  the 
remainder  completed  by  2000.  By 
summer,  around  20  stores  a  week  will 
be  rebranded.  The  rebranding  of  the 
stores  is  expected  to  cost  more  than 
£20  million  this  year  with  an 
estimated  further  £40m  spend  by  the 
end  of  2000. 

If  you  are  one  of  Lloyds  Pharmacy's 
12,500  staff  in  retail  you'll  be 
receiving  a  video  and  newsletter 
explaining  the  changes  and  can  visit 
regional  roadshows  in  more  than  50 
towns  and  cities. 


POM  to  P  changes 

Sodium  cromoglycate,  ranitidine  and 
insulin  are  some  of  the  products 
affected  by  new  regulations,  which 
came  into  effect  on  February  13.  The 
changes  include: 

•  creams  and  ointments  containing 
hydrocortisone  1  per  cent  with 
miconazole  2  per  cent  will  be  exempt 
from  prescription  control  for  the 
treatment  of  athlete's  foot  and 
intertrigo 

•  ranitidine's  P  indication  will  now 
include  the  prevention  of  heartburn, 
dyspepsia,  indigestion  and  acidity 
associated  with  food  and  drink 

•  sodium  cromoglycate's  P 
indications  have  been  extended  to 
include  perennial  allergic  rhinitis 

•  the  maximum  dose  of  mebeverine 
hydrochloride  for  the  symptomatic 
relief  of  irritable  bowel  syndrome  will 
be  135mg  and  a  maximum  daily  dose 
of  405mg  when  supplied  without  a 
prescription.  For  other  uses  the 
maximum  dose  will  be  100mg  and  thi 
maximum  daily  dose  300mg 

•  the  new  regulations  will  also  see 
insulin,  currently  a  P  product, 
becoming  a  POM  on  August  13. 
Insulin  has  been  given  six  months 
leeway  to  allow  manufacturers  to 
make  the  necessary  changes  to 
packaging. 

If  you  want  to  know  more  about 
these  changes,  have  a  chat  with  your 
pharmacist  and  keep  an  eye  out  for 
any  information  coming  through  frorr 
the  manufacturers. 

Rx  charges  go 
up  again 

Prescription  charges  go  up  again  on 
April  1  with  the  charge  for  a  single 
prescription  item  rising  from  £5.65  h 
£5.80. 

Prepayment  certificates  will  also 
increase  with  the  cost  of  a  four-mont 
certificate  rising  from  £29.30  to 
£30.10,  and  a  12-month  rising  from 
£80.50  to  £82.70. 

The  government  expects  the 
increased  prescription  charges  to 
raise  about  £336  million  for  the  NHS 
in  1998-99. 

Prescription  charges  are  being 
examined  as  part  of  the  government' 
spending  review,  which  is  due  to 
report  in  the  summer. 


The  futuristic  shopfront  of  the  new  look  Lloyds  Pharmacy  group 
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ip  for  the  top 

mgratulations  io  Martin  Carter  from 
ington,  winner  of  the  Miners  Make- 
Artist  of  the  year  Award  tor  1998 
Martin  fought  off  stiff  competition 
■m  three  other  finalists  at  The 
othes  Show  Live  held  at  the  NEC  in 
•mingham  to  take  the  title.  Already 
ssessing  qualifications  in 
irdressing,  fashion  styling  and 
smetics,  this  award  and  its  prizes 
II  enable  Martin  to  put  the  final 
lish  on  his  talents. 


As  outright  winner  Martin  receives 
a  nine-week  scholarship  at 
Greasepaint,  three  week's  work 
experience  with  a  top  make-up  artist 
and  an  assignment  to  a  fashion  shoot 
for  a  magazine.  As  if  this  wasn't 
enough  to  get  his  career  into  full  flight 
he  is  also  guaranteed  one  years 
demonstration  work  with  Miners 
Cosmetics. 

Patsy  Palmer,  better  known  as 
Bianca  from  Eastenders,  hosted  the 
competition  and  is  pictured  here  with 
Martin  and  his  winning  look  as 
modelled  by  Bindu. 


Demi-veg  stuffed 
aubergine  boats 


medium  aubergines,  cut  in  half 

tblsp  sunflower  or  soya  oil 

onion,  peeled  and  chopped 

?5g/8oz  chicken  or  turkey  livers,  chopped 

•4  tblsp  fresh  parsley,  chopped 

2  tsp  lemon  rind,  finely  grated 

2-1  clove  garlic,  peeled  and  crushed 

[large  tomato,  chopped 

75g/6oz  cooked  brown  rice 

alt  and  freshly  ground  black  pepper 


tblsp  grated  cheese 
'ists  of  lemon 


poop  out  and  chop  the  flesh  from  the  aubergines  to  within 
|5cm/3/4  inch  from  the  edge.  Blanch  the  aubergine  shells  in  very 
»t  water  for  two  minutes  -  drain  well.  Heat  the  oil  and  fry  the 
jbergine  and  onion  until  soft.  Add  the  livers  and  cook  for  3-4 
mutes.  Stir  in  the  remaining  ingredients.  Season.  Place  the 
gredients  into  the  aubergine  shells,  cover  and  bake  at  200  deg 
400  deg  F/Gas  Mark  6  for  15-20  minutes.  Serve  hot.  Garnish 
th  a  sprinkling  of  cheese  and  lemon  twist  on  each  half. 


Don't  panic 


HAD  SEX? 

Without  Contraception? 


Contraception  failed? 
KEEP  YOUR  COOL! 


PA 


The  helpline  run  by  the  Contraceptive 
Education  Service  receives  thousands 
of  calls  a  year  about  emergency 
contraception,  particularly  how  it 
works  and  how  effective  it  is 

The  CES  has  responded  to  this 
need  for  information  by  updating  its 
Emergency  Contraceptive  Pack  and 
introducing  a  new  'credit'  card  which 
fits  into  a  wallet  or  purse. 

The  card  provides  details  of  where 
to  go,  the  fact  that  a  woman  has  up  to 
72  hours  after  unprotected  sex  to  use 
the  emergency  contraceptive  pill  or 
have  an  IUD  fitted  within  five  days,  as 
well  as  the  CES  Helpline  number  - 
0171  837  40444  (Mon-Fn,  9am- 
7pm).  Women  are  also  reminded  that 
emergency  contraception  can  be  used 
more  than  once. 

The  CES  is  jointly  run  by  the 
Family  Planning  Association  and  the 
Health  Education  Authority. 

Too  hot  to 
handle 

Every  day.  ten  children  under  the  age 
of  five  are  hospitalised  as  a  result  of  a 
burn  or  scald  injury  in  the  home. 
Every  month,  one  child  under  five 
dies  as  a  result  of  these  injuries. 

The  Department  of  Trade  and 
Industry  has  launched  a  safety 
campaign  aimed  at  preventing 
accidents  happening  in  the  first  place. 

Hot  drinks  are  the  single  largest 
source  of  scalds  in  under-fives  with 
over  1000  serious  incidents  annually 
Around  500  toddlers  suffer  severe 
injuries  each  year  by  pulling  kettles 
and  irons  on  to  themselves. 

A  new  Safety  leaflet,  produced  by 
the  DTI,  includes  the  following  tips. 
•  Keep  the  handles  of  pots  and  pans 
turned  away  from  the  edges  of  the 
cooker  and  work  surfaces. 


•  Don!  leave  trailing  flexi  loi 
toddlers  to  reach. 

•  Always  check  the  temperature  of 
the  water  before  bathing  children 
When  filling  a  bath,  run  the  cold  tap 
first. 

•  It  someone  gels  burnt  or  scalded, 
keep  the  atfected  area  under  cold 
water  lor  as  long  as  possible  (at  least 
ten  minutes). 

•  Don't  remove  anything  sticking  to 
the  injury.  Cover  it  with  a  sterile  non- 
fluffy  material;  cling  film  is  ideal. 

To  obtain  copies  ot  the  salety  leaflet 
for  your  customers  please  call  0870 
150  2500  (quoting  URN  98/555). 

Shop  at  home 
with  Boots 

Up  to  three  million  mothers  and 
mothers-to-be  are  being  targeted  by 
Boots  the  Chemists  with  a  new  home 
shopping  initiative  in  the  mother  and 
baby  sector. 

Boots  is  direct  mailing  500,000  of 
its  Mother  &  Baby  At  Home 
catalogues  to  homes  across  Britain 
Each  catalogue  includes  more  than 
1 ,500  products  such  as  baby  food, 
toiletries  and  nappies,  as  well  as 
products  not  available  through  Boots 
the  Chemists  stores  such  as  maternity 
wear  and  baby  equipment 

Using  phone,  fax  or  post, 
customers  can  order  items  for  delivery 
within  five  days  Orders  over  £50  will 
be  delivered  free  and  those  under  £50 
will  be  charged  a  £2.95  delivery  fee 

Get  set  for 
Allergy  Week 

This  year,  the  British  Allergy 
Foundation's  annual  Allergy  Week 
runs  from  May  18-24  The  theme  of 
the  week  is  'Knowing  your  Allergy' 
and  the  BAF  aims  to  raise  awareness 
and  understanding  about  allergies 
and  the  impact  they  can  have  on 
people's  lives.  Allergy  Week  is 
sponsored  by  Rhone-Poulenc  Rorer. 

The  British  Allergy  Foundation  runs 
a  Medical  Helpline  (Calls  are  charged 
at  50  pence  per  minute  and  all 
proceeds  go  to  the  Foundation)  Tel: 
0891  516  500 


Congratulations  to  Mrs  Gita  Karia,  w  inner  of  the  first  competition 
in  a  series  to  find  the  Care  Pharmacy  Assistant  of  1998.  Gita,  who 
works  at  Superdrug  in  Croydon,  Surrey,  is  pictured  receiving  her 
prize  of  a  personal  organiser  from  Alan  Martin,  a  sales 
representative  for  Thornton  &  Ross.  The  second  competition  in  the 
series  is  included  as  a  loose  insert  in  this  issue  of  Over  the  Counter 
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Weleda  diary 
dates 

Following  the  success  of  their  training 
support  programme,  Weleda  is 
holding  a  further  series  of  regional 
evening  seminars  for  health  retailers. 

The  seminars  will  look  at 
complementary  medicines  and  natural 
alternatives  for  pharmacists  and 
assistants  to  aid  counter  prescribing 
Those  attending  will  learn  about  the 
principles  of  homoeopathy  through 
exploration  of  popular  medicines, 
with  the  focus  on  Weleda  medicines, 
both  homoeopathic  and 
anthroposophic.  A  folder  of 
information  to  support  the  training 
will  also  be  available. 

Due  to  the  popularity  of  these 
seminars,  a  £10  deposit  will  be 
requested  on  booking,  refundable 
against  the  first  order  of  Weleda  stock. 
The  dates  and  locations  for  the 
seminars  are  as  follows:  April  23, 
London  (Heathrow);  May  20, 
Glasgow;  June  24,  Weleda  HQ, 
Ilkeston,  Derbyshire;  September  16, 
Cheltenham;  October  14,  Chester;  and 
November  1 1 ,  Leamington  Spa. 

For  further  details  and  a  booking 
form,  contact  Weleda  on  01 15 
9448222. 


Congratulations  to  pharmacy 
assistant  Julie  Borgoyne  who 
has  won  a  luxury  weekend  for 
two  in  a  national  competition 
featured  in  Vantage  News. 
Julie,  who  works  at  William's 
Pharmacy  in  Liskeard  was 
nominated  by  her  colleagues 
lor  her  devotion  in  nursing  her 
son  Martyn  hack  to  health  alter 
a  motorbike  accident  abroad. 
Martyn  who  was  living  and 
working  in  Thailand  was  found 
in  a  critical  condition  with 
injuries  including  a  fractured 
skull,  as  well  as  memory  loss. 
Julie  brought  him  back  to 
England  where  he  spent  three 
months  in  a  rehabilitation  unit 
in  Plymouth.  The  good  news  is 
that  Martyn  has  now  made  a 
complete  recovery,  regaining 
his  memory  and  learning  to 
walk  again.  Julie  is  pictured 
here  (left)  receiving  her  prize 
from  her  pharmacist  Ursula 
Crouch  who  nominated  her  for 
the  award. 


Pain  relief  at 
your  fingertips 

If  you  have  access  to  the  internet 
check  out  Nurofen's  comprehensive 
website  'The  Pain  Relief  Centre'.  The 
site  offers  instant  access  to  a  wealth  of 
clinical  information,  background  on 
common  painful  conditions,  lifestyle 
tips  and  product  launch  news.  The 
site  provides  access  to  information 
ranging  from  the  causes  of  pain  to  the 
diagnosis  of  headache  and  simple 
games  to  amuse  sick  children. 
Check  it  out  on  www.Nurofen.com 

Step  one  to  a 
new  you 

Fed  up  with  the  same  old  look?  A  full 
wardrobe  but  you  never  have  anything 
to  wear?  If  you've  ever  thought  of 
going  for  a  makeover  or  wanted  to 
totally  revamp  your  image  then  Mary 
Spi  I  lane's  Makeover  Manual  is  the 
book  for  you. 

From  make-up  and  clothes  to 
exercise  and  diet,  this  do-it-yourself 
guide  explains  how  to  enhance  or 
transform  your  current  look  by 
following  beginner,  intermediate  or 
advance  makeover  steps. 

Famous  for  founding  the  Colour 
Me  Beautiful  Company,  in  this  book 
Mary  explains  how  to  select  colours 
that  flatter  you  and  how  to  combine 
them  for  maximum  impact.  Makeover 
Manual,  published  by  Macmillan, 
costs  £16.99  and  is  available  from  all 
good  bookshops  or  by  mail  order 
(p&p  free).  Tel:  01624  675137. 

MAKEOVER 
MANUAL 


Mary  Spi  l  lane 


Diary  dates 

Why  not  keep  the  following  dates  in 
mind  when  creating  your  window 
displays,  stocking  you  health 
information  stand  or  running  any 
promotions  in  the  pharmacy? 

•  Parkinson's  Awareness  Week  runs 
from  April  18  to  April  26 

•  Arthritis  Awareness  Week  runs 
from  April  25  to  May  3 

•  National  Condom  Week  runs  from  , 
May  11  to  May  16 

•  National  Breastfeeding  Awareness 
Week  runs  from  May  17  to  May  2 

•  Allergy  Week  runs  from  May  18  to 
May  24 


Happy  40th 
Birthday  Matey 

Matey  bubble  bath  is  celebrating  its 
40th  birthday  this  year.  Since  its 
original  launch  Sailor  Matey,  the  hero 
of  the  range  has  had  1 2  redesigns  and 
has  been  accompanied  by  25  different 
friends  -  do  you  remember  Wizard 
Matey  and  Santa  Matey?  Sailor  Matey 
is  pictured  here  in  the  1976  uniform 
when  the  brand  was  a  mere  18  years 
old. 

Get  fit  with 
Efacal 

If  you're  thinking  of  taking  some 
exercise  but  you're  out  of  practice  or 
completely  new  to  it,  then  a  new 
leaflet  from  The  Exercise  Association 
of  England  could  help  you  make  the 
right  decision. 

'Get  Fit  Safely'  is  packed  with 
information  about  the  types, 
frequency  and  intensity  of  exercise, 
and  sensible  advice  on  choosing  a 
good  instructor,  the  right  kit,  the  most 
appropriate  type  of  exercise  and  diet. 
Also  included  is  a  series  of  useful  tips 
to  make  sure  you  get  the  most  out  of 
your  efforts.  The  leaflet  emphasises 
the  importance  of  eating  something 
light  before  exercising  and  drinking 
plenty  of  fluids  before,  during  and 
after  activity. 

The  Exercise  Association  chose 
Efamol,  the  manufacturers  of  Efacal, 
as  their  partners  when  they  decided  to 
produce  this  educational  leaflet. 
For  a  free  copy  of 'Get  Fit  Safely' 


send  a  SAE  to  The  Exercise 
Association  of  England  (GSF)  Ltd, 
Unit  4  Angel  Gate.  City  Road, 
London  EC1V2PT. 

Millennium 
celebrations 
for  Mandy 

Mandy  Beddoe  of  Cox  &  Robinson's 
Irthlingborough  branch  had  her  own 
Millennium  celebration  after 
becoming  the  2,000th  medicine 
counter  assistant  to  complete 
Chemist  &  Druggists  Cambridge 
Counterpart  Course  and  to  receive  her 
College  of  Pharmacy  Practice 
Certificate. 

Mandy  returned  to  work  in  March 
1997  after  having  her  family  -  two 
boys  -  and  chose  pharmacy  rather 
than  grocery  where  she  had  previously 
worked.  She  finds  pharmacy 
interesting  and  enjoys  the  daily 
contact  with  locals  in  Irthlingborough, 
the  6,000-strong  Northants  village 
where  Mandy  was  born  and  bred.  As  a 
result  she  knows  around  70  per  cent  of 
her  customers  personally. 

Mandy  says  she  found  the 
Counterpart  course  user-friendly  and 
enjoyed  the  interchange  it  promoted 
with  other  staff  and  with  her 
pharmacist.  "It's  a  good,  interesting 
course.  I  liked  getting  instant  results 
using  the  telephone  answering 
service."  Manager  Mark  Cox  said 
Counterpart  got  him  thinking  and 
found  it  a  good  refresher  Both  Mandy 
and  Mark  agree  that  the  course  helped 
them  build  a  good  working 
relationship  which  has  now  extended 
to  cover  dispensing. 

Mark  Cox  has  been  in  the 
Irthlingborough  branch  for  18  months- 
and  believes  that  giving  personal 
service  is  the  way  to  do  business.  "WjJ 
can  do  that  here  because  all  the  staff  I 
are  very  customer-orientated,  are 
long-serving  and  know  the  people 
who  use  us  well." 


Mandy  Beddoe,  the  2,000th  assistant  to  complete  Chemist  & 
Druggist's  Cambridge  Counterpart  course  for  medicines  counter 
assistants,  is  pictured  receiving  a  voucher  for  a  weekend  for  fwoi' 
a  Jarvis  Hotel  from  sponsor  Whitehall  Laboratories  pharmacy 
healthcare  manager  Nigel  Milligan  (right).  Mandy  and  her 
manager  Mark  Cox  (centre  left),  of  Cox  &  Robinson, 
Irthlingborough,  were  presented  with  champagne  by  John  Skelto. 
C&D's  associate  publisher  to  mark  the  occasion 
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Pharmacy  Assistant  Development 

Update 


Some  new  products  have  been  introduced  and  legal 
changes  made  since  Cambridge  Counterpart  was  first 
published  in  1995-96.  The  following  is  a  reminder  of 
these  changes,  enabling  the  modules  to  be  updated 
before  they  are  issued  to  staff. 


MODULE  8 

BOWEL 
DISORDERS 


MODULE  11 
WOMEN'S 
HEALTH/ 
CONTRA- 
CEPTION 


MODULE  2 
ACHES  AND 
PAINS 


From  September  16th 
jr)        1998  there  will  be 

restrictions  on  the  pack 

  sizes  of  aspirin  and 

paracetamol  which  can 
be  sold  over  the  counter.  GSL  packs 
must  contain  no  more  than  16 
tablets  or  capsules,  packs  of  32  will 
be  available  as  P  medicines  and,  in 
'justifiable'  circumstances, 
pharmacists  personally  will  be  able 
to  sell  up  to  100  tablets  A 
prescription  will  be  required  for 
more  than  100. 


ASPIRIN  - 
another  use 

The  benefits  of  low  daily 
doses  of  aspirin  in 
preventing  heart  attacks 
have  been  known  for  some  time. 
Low  dose  (75mg)  tablets  are 
available  for  this  purpose,  some  of 
which  are  enteric  coated  so  as  not  to 
irritate  the  stomach.  Although  they 
can  be  bought  without  prescription, 
it  is  better  for  customers  who  want 
to  take  aspirin  for  the  prevention  of 
cardiovascular  disease  to  consult 
their  doctor  first  to  see  if  it  is 
appropriate  and  to  check  the  dose. 
People  asking  for  such  products 
should  be  referred  to  the  pharmacist 
unless  they  already  have  their 
doctor's  approval. 

2.2  JOINT  AND  MUSCLE 
PAIN 


Treatment  -  new 

U products 
Piroxicam  is  a  non- 
steroidal anti- 
inflammatory drug 
(NSAID)  which  has  become  available 
off  prescription  for  the  external 
treatment  of  pain  and  inflammation 
associated  with  conditions  such  as 
mild  arthritis,  sprains  and  strains. 

Felbinac  is  another  topical  NSAID, 
which  is  recommended  for  soft 
tissue  injury  such  as  muscular 
aches,  sprains  and  strains. 


MODULE  4 
SKILLS 


NHS  prescription 
j-j       charges  are  currently 
//>        £5.80  per  item,  with 
season  tickets  costing 
£30.10  for  four  months 
and  £82.70  for  12  months.  All 
patients,  or  their  representatives, 
must  sign  the  back  of  the  form. 

Those  entitled  to  free  prescriptions 
are: 

■  Children  under  16  and  young 
people  under  19  in  full-time 
education. 

■  Men  and  women  aged  60  and 
over. 

■  Pregnant  women  and  those  who 
have  had  a  baby  in  the  last  12 
months,  providing  they  have  an 
exemption  certificate  from  the 
health  authority.  Form  FW8, 
from  doctors,  midwives  or 
health  visitors,  explains  how  to 
obtain  this  certificate. 

■  Patients  (and  their  partners)  on 
income  support,  family  credit, 
job  seekers'  allowance  and 
disability  working  allowance. 

■  Those  with  a  specific  medical 
condition,  who  have  an 
exemption  certificate  from  the 
health  authority.  They  must 
apply  for  the  certificate  using 
form  FP92A  (EC92A  in 
Scotland). 

■  NHS  Low  Income  Scheme 
members  and  their  adult 
dependants. 

■  People  who  have  a  specific 
War/Ministry  of  Defence 
disability  pension. 

■  Holders  of  current  four-  or 
12-  month  'season'  tickets. 

Further  changes  in  the  prescription 
form  are  expected  when  anti-fraud 
measures  are  introduced  in  April. 


8.1  CONSTIPATION 
Treatment 

The  Medicines  Control 
Agency  has 
recommended  that 
phenolphthalein,  a 
stimulant  laxative,  should  become 
prescription  only.  No  decision  had 
been  made  at  the  time  of  going  to 
press. 

8.3  IRRITABLE  BOWEL 
SYNDROME 

Treatment  -  new 
product 

Mebeverine 
hydrochloride  is  an 
antispasmodic  which 
has  become  available  off 
prescription.  It  is  not  recommended 
for  children  under  10.  Pregnant  and 
breast-feeding  women  should  be 
referred  to  the  pharmacist. 

As  with  other  treatments  for 
irritable  bowel  syndrome,  it  should 
only  be  used  if  the  doctor  has 
diagnosed  this  condition. 

8.6  HAEMORRHOIDS 

Treatment  -  new 
product 

Pramoxine  is  a  local 
anaesthetic,  which  is 
available  as  a  cream 
combined  with  hydrocortisone  to 
relieve  the  pain,  irritation  and 
swelling  of  piles.  It  is  not 
recommended  for  anyone  under  18 
years  old,  nor  for  pregnant  or 
breast-feeding  women.  Avoid 
contact  with  barrier  contraceptives. 


11.6  PREMENSTRUAL 
SYNDROME 


There  are  plans  to 
make  vitamin 
preparations 
containing  more  than 
50mg  vitamin  B6 


prescription  only,  but  the 
necessary  legal  changes  had  not 
been  made  at  the  time  of  going 
to  press. 

11.9  THRUSH 

The  statement  that 
'oral  fluconazole 
stops  itching  in  a 

  couple  of  hours' 

should  be  replaced 
with  'fluconazole  starts  working 
as  soon  as  it  is  absorbed,  after 
two  hours,  and  improvement  is 
usually  felt  within  24  hours'. 

11.11  CONTRACEPTION 

—    Persona  is  a  new 
natural  method  of 
contraception  that 

  identifies  those  days 

in  a  woman's  monthly 
cycle  when  she  is  least  likely  to 
become  pregnant  and  therefore 
does  not  need  to  use  a 
contraceptive.  It  works  by 
measuring  changes  in  urine  levels 
of  an  oestrogen  and  of  luteinising 
hormone,  which  indicate  the 
beginning  and  end  of  a  woman's 
most  fertile  period.  A  personal 
monitor  stores  these 
measurements  and  shows  by 
green  and  red  lights  whether  or 
not  she  can  have  intercourse 
without  using  a  contraceptive.  Its 
94  per  cent  reliability  means  a 
failure  rate  of  one  in  17,  so  it 
should  be  recommended  only  for 
women  who  would  not  regard 
pregnancy  as  completely 
unacceptable.  Women  taking 
other  medicines,  particularly 
hormones,  tetracyclines  and 
fluconazole  should  be  referred  to 
the  pharmacist. 


Pharmacy  Assistant  Development 

Update 


MODULE  12 
HEALTHY  LIFESTYLES 


Ispaghula 


Fibre  -  new  product 

A  preparation  of  ispaghula  husk  in 
granule  form  (Fybozest)  has  become 
licensed  for  the  reduction  of  mild  to 
moderately  raised  cholesterol  levels. 
It  must,  however,  be  taken  with  a  low  fat  diet  (ie 
one  in  which  no  more  than  25-30  per  cent  of 
calorie  intake  comes  from  fats). 


Customers  wishing  to  know  if  the 
product  is  suitable  for  them  should 
be  referred  to  the  pharmacist. 


MODULE  13 
HAY  FEVER  AND 
FIRST  AID 


13.1  HAY  FEVER 

Treatment 

0!  Antihistamines  -  new 
product 

Azelastine  is  an  antihistamine  given 
in  the  form  of  a  nasal  spray,  which 
avoids  drowsiness.  It  relieves  all  nasal  symptoms 
and,  although  it  acts  on  the  nose,  it  can  also 
reduce  streaming  eyes.  It  can  be  used  on  its  own 
as  an  alternative  to  oral  antihistamines,  or 
together  with  eye  drops  if  eye  symptoms  are  still 
troublesome. 

It  is  not  recommended  for  children.  Pregnant  and 
breast-feeding  women  should  be  referred  to  the 
pharmacist. 

No  longer  OTC 

Terfenadine  is  no  longer  available  without  a 
prescription,  following  concern  that  it  can  cause 
heart  problems  if  not  used  correctly. 

13.2  FIRST  AID 

— i  The  recommended  recovery  position 
I  is  no  longer  as  shown.  St  John 
J  I  Ambulance,  St  Andrew's  Ambulance 

I  j  Association  and  the  British  Red 

Cross  recommend  placing  the  arms 
in  a  different  position  as  shown  in  the  diagram 
below.  The  lower  arm  lies  straight  behind  the 
patient's  back.  The  other  arm  is  placed  under  the 
head  with  the  knuckles  against  the  cheek  and 
supporting  the  head. 


PHARMACISTS'  BRIEFING 


1.  SUMMER  HEALTHCARE 


As  advice  on  malaria  prophylaxis  is 
-j    constantly  changing,  it  is 

recommended  that  the  latest  advice 
J  is  obtained  from  sources  such  as  the 
Malaria  Reference  Laboratory  whose 
telephone  numbers  are  listed  in  the  BNF. 
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SOS  -  Save  our  skin 

Our  resident  community  pharmacist  Jeremy  Clitherow  FRPharmS  MBE,  a  community 
pharmacist  in  Knotty  Ash,  Liverpool,  shows  how  you  can  help  eczema  patients 

to  manage  their  skin  condition 


ou  may  have  noticed  that 
le  terms  eczema  and 
ermatitis  are  used 
iterchangeably  by  many  of 
ur  customers  nowadays, 
here  is  not  too  much  wrong 
r  our  doing  that  as  well,  but 
o  be  careful  as  some 
ustomers  may  be  confused. 
Dermatitis  is  such  a 
traightforward  word.  Derm- 
reans  the  skin;  and  itis- 
leans  inflammation  of. 
Vhether  your  memory 
scalls  the  washday  hands 
'efore  the  advent  ot 
vlarigolds'  and  barrier 
ream,  or  the  bright  red 
cales  which  always  seem  to 
evelop  under  'cheap'  nickel 
dated  jewellery  or  around 
ne  sleepers  of  non-gold  ear- 
ings,  the  symptoms  are  the 
ame.  This  condition  is 
czema.  As  it  develops,  the 
kin  goes  from  pink  and 
mooth  to  being  red,  scaly 
nd  very  itchy.  Sooner  or 
iter  the  patient  scratches 
nd  the  skin  breaks  down  in 
'laces.  This  surface  then 
/eeps  and  crusts.  It  is  a 
icious  circle.  The  patient 
as  alf  the  signs  and 
ymptoms  of  what  we  know 
s  eczema. 

Scientifically  speaking, 
czema  is  a  combination  of 
kin  disorders.  The  common 
ictors  are  inflammation, 
Uergy,  acute  irritation  and 
ontact  with  a  trigger  factor 
r  factors.  The  condition  can 
evelop  soon  after  birth  and 
ffects  up  to  one  in  eight 
'lildren  now,  whereas  one 
eneration  ago  (25  years) 
ie  ratio  was  only  one  in  20. 
his  dramatic  increase  is 
ftributed  to  the 
avironment,  but  the  actual 
jnk  is  still  unproven. 
There  is  certainly  a 
milial  link.  You  only  have 
ask  your  customers.  They 
ill  talk  of  eczema  'running 
families'  and  tell  of  the 
ik  with  hay  fever  and 
lildhood  asthma.  Another 
tie  pearl  of  folklore 
lsdom  is  that  babies  grow 
it  of  it.  They  do,  well  half 
them  do  by  their  teenage 
?ars  and  the  other  half  are 
ere,  standing  in  front  of 
»u  asking  what  you  can  do 
their  dry,  bnttle,  broken, 
:hy  skin!  "It's  so  grotty,  I 
n't  be  seen  like  this! 


You've  got  to  help  me!" 
From  our  side  of  the  counter 
we  should  offer  equal  parts 
of  sympathy  and  TLC,  as 
well  as  our  professional 
advice 

Basics 

The  solution  to  your 
customer's  problem  begins 
with  explaining  what 
eczema  is  and  how  it 
develops.  As  we  know,  the 
condition  is  predominantly 
allergic.  The  remedy,  then,  is 
to  try  and  discover  what  is 
the  allergen  -  the  trigger 
factor  -  and  remove  all 
contact  with  that  substance. 
That  is  easy  if  it  is  something 
as  simple  as  nickel  or  one 
brand  of  detergent,  but  life 
tends  not  to  be  like  that.  The 
scientific  term  is  multi- 
factorial. It  means  that  there 
are  multiple  triggers.  There 
can  also  be  multiple 
manifestations  of  eczema.  In 
babies,  cradle  cap  is  one 
form  (seborrhoeic  eczema), 
nappy  rash  is  another. 

The  traditional  eczema  - 
atopic  eczema  -  is  an 
endogenous  eczema  where 
there  is  no  obvious  cause 
due  to  direct  surface  contact. 


It  often  occurs  where  there  is 
a  family  history  of  atopic 
eczema  or  the  person  is  also 
suffering  from  asthma  or  hay 
fever. 

Complications 

The  skin  is  normally  an 
intact  and  impenetrable 
barrier  to  infection.  If  you 
have  eczema,  the  surface  is 
no  longer  intact.  Worse  still, 
if  the  condition  is  itchy  24 
hours  a  day,  the  chances  are 
that  you  will  scratch, 
involuntarily,  in  your  sleep. 
Any  infection  you  have 
under  your  fingernails  will 
automatically  be  transferred 
to  the  raw,  weeping  flesh, 
creating  another  vicious 
circle. 

Even  if  you  are  lucky  and 
manage  not  to  infect  the 
lesions  by  your  nocturnal 
scratching,  the  constant 
trauma  can  lead  to  an 
unsightly  thickening  or  even 
scarring  of  the  affected  area. 
There  are  various 
recommendations  and 
suggestions  you  can  make, 
some  more  obvious  than 
others.  Advising  on  the  use 
of  mitts  for  babies  at  night  is 
sensible  up  to  a  point,  but  in 


warm  conditions,  the  babe 
could  find  it  too  hot  and 
begin  to  fret.  Keeping  the 
fingernails  short  is  eminently 
sensible,  as  is  paying 
particular  attention  to 
washing  the  hands 
scrupulously  last  thing  at 
night. 

Beware  of  bugs 

There  is  one  very  nasty  bug 
called  Staph  aureus  which 
lives  on  us  all.  Normally  it 
inhabits  places  such  as  the 
nose  and  the  armpits  and 
gives  us  little  trouble 
because  our  defence 
mechanisms  keep  it  in  check 
and  the  bugs  remain 
dormant.  If,  however,  it 
penetrates  the  skin  and 
invades  the  underlying 
tissue,  the  results  are  very 
painful  and  unsightly. 

One  example  of  a  local 
infection  olSta}>h  aureus 
which  will  be  familiar  to 
most  is  a  boil  where  a  hair 
follicle  is  involved.  If  you 
remember  the  acute  pain  of 
a  boil  and  imagine  how  it 
would  feel  if  that  were  to  be 
spread  over  a  wide  area, 

Continued  on  plO  (► 
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such  as  a  weeping 
eczematous  lesion,  you  can 
imagine  the  suffering  of 
many  of  the  chronic  patients. 

Recent  scientific  evidence 
clearly  points  to  a  link 
between  widespread  Staph 
mucus  skin  colonisation  and 
eczema. 

•  Impetigo:  Because  of  their 
damaged  skin  surface, 
eczema  patients  are  at  risk 
of  contracting  impetigo. 
Fortunately,  this  infection  is 
much  less  common  than  it 
used  to  be.  It  is  highly 
contagious  and  can  be 
disliguring  if  left  untreated. 
The  mechanism  is  bacterial 
infection  via  those  multiple 
breaks  in  the  skin  surface 
caused  by  the  eczema  and 
into  the  underlying 
epithelial  tissue. 

Those  who  have  seen  a 
bad  case  of  impetigo  will 
never  forget  it.  What  was  a 
small  'patch'  grows  into  a 
livid  weeping  area  with 
yellow  pustular  margins  all 
around  it.  Without  warning, 
spontaneous  skin  eruptions 
occur  all  over  the  body. 
What  has  happened  is  that 
the  bugs  in  the  primary  site 
produce  a  toxin  which  is 
carried  around  the  body  in 
the  blood  stream  and  this 
exotoxin  triggers  the 
multiple  eruptions  all  over 
the  skin  surface. 

•  Herpes:  A  simple  cold 
sore  can  be  the  kiss  of  death 
to  a  patient  with  active 
eczema.  It  may  sound 
melodramatic  but  it  is  a  good 
way  to  remember  the  link. 
What  happens  is  that  the 
herpes  virus  enters  the 
patient's  system  via  the  raw 
skin  surface,  thrives  and 
produces  a  widespread  toxic 
reaction. 

•  Chicken  pox  is  another 
risk  area,  as  there  is  always 
the  possibility  that  the  crusts 
of  drying  pock-marks  may 
become  infected  with  the 
Staph  aureus  bacilli.  If  that 
happens,  the  patient's 
eczema  flares  up 
uncontrollably.  The  advice  is 
simple.  Keep  away  if  you 
have  chicken  pox  in  the 
family. 

•  Scabies  is  the  condition 
caused  by  a  small  burrowing 
mite.  It  particularly  affects 
the  wrists  and  the  interdigital 
webs  of  the  fingers.  It  is 
intensely  irritating,  so  much 
so  that  patients  often  tear 
themselves  to  shreds  and,  in 
so  doing,  run  the  risk  of 
releasing  some  of  these 
mites. 

The  original  treatment  for 
scabies  was  benzyl  benzoate 
application  which,  along 
with  its  contemporary 
treatments  were  highly 

I  V 


irritant  to  eczema  eruptions. 
More  modern  applications 
are  more  effective  and  are 
less  likely  to  cause  a  flare-up 
of  the  eczema. 

Self-management 

Awareness  is  the  key  to  most 
of  lile's  problems.  If  you 
know  about  it,  you  can  often 
overcome  it;  even  if  you 
can't,  it  is  usually  easier  to 
deal  with.  Skin  conditions 
are  just  the  same.  They  can 
be  devastating  to  life  and 
relationships,  if  you  let  them. 

Although  many  text  books 
state  that  stress  is  a 
contributory  factor  to 
eczema,  if  you  ask  an 
eczema  patient,  he  or  she 
will  tell  you  that  stress  is  a 
major  factor,  not  a 
contributory  one.  Again,  text 
books  tell  you  that  typical 
examples  of  stress  are 
bereavement,  divorce  and 
road  traffic  accidents.  In  the 
real  world,  a  domestic  row,  a 
night  spent  sitting  at  a 
child's  bedside,  exams  or  the 
illness  of  the  family  pet  is  all 
the  stress  needed  to  trigger  a 
flare-up  of  eczema. 

Prevention  is  better  than 
cure,  but  being  aware  often 
helps.  You  can  advise 
avoidance  of  stressful 
situations,  if  possible.  Start 
on  the  restorative  skin 
treatments  straight  away  but 
don't  be  surprised  if  the  skin 
starts  to  break  down  a  bit. 

Holidays  in  the  sun  are 
advertised  as  being  the 
healthy  way  to  restore  the 
tired  body.  We  advise 
caution,  for  everyone, 
because  of  the  risk  of  skin 
cancer  from  the  intense 
sunshine,  but  more  so  if  you 
have  eczema.  The  irritation 
can  be  aggravated  by  the 
extremes  of  both 
temperature  and  humidity. 
Bathing  in  the  sea  and 
drying  off  in  the  sun 
dehydrates  any  skin 
aggressively.  If  yours  is 
sensitive,  slap  on  the 
barriers  beforehand,  and 
slop  on  the  aftersun  and  the 
emollient  afterwards! 

OTC  products 

Emollients  are  the  skin 
preservers  and  the  mainstay 
of  treatment.  They  ensure 
the  skin  remains  soft  and 
intact  by  keeping  water  in 
and  the  epidermal  layers 
hydrated.  Emollients  come 
as  oils,  ointments,  creams, 
lotions  and  bath  additives. 
There  are  also  combination 
soap  substitutes.  The  major 
difference  between  all  the 
various  presentations  is  the 
concentration  of  the  oil.  In 
general,  the  more  oil,  the 
better  the  moisturising  effect. 

Most  of  the  oils  on  the 
market  tend  to  be  a  variation 


on  liguid  paraffin,  the 
ointments  mixtures  of  fats 
and  oils,  and  creams  are 
emulsions  or  suspensions  of 
oils  in  water.  Product 
formulation  is  an  important 
science  in  this  field  because 
patient  acceptability  is  such 
a  major  factor  in  compliance 
and  thus  skin  protection. 
Ointments  tend  to  be  heavy 
and  sticky,  and  used  only 
when  things  have  gone 
wrong,  whereas  creams, 
being  lighter,  have  a  much 
better  daytime  track  record. 

How  familiar  are  you  with 
the  brands  on  your  shelf 
such  as  Balneum,  Balneum 
Plus,  Bepanthol,  Eucerin, 
E45  and  Oilatum,  and  how 
they  are  used? 

Emollients  can  be  used 
instead  of  soap,  added  to 
bath  water  or  applied 
directly  to  the  skin  in  the 
form  of  a  cream.  To  obtain 
maximum  benefit  from 
emollient  therapy,  it's 
important  that  the  person 
applies  the  products 
freguently.  After  a  bath  or  a 
shower  when  the  skin  is 
slightly  damp  is  the  best 
time  to  apply  an  emollient 
to  the  body. 

Hydrocortisone 

Hydrocortisone,  a  weak  anti- 
inflammatory steroid,  is 
available  for  OTC  sale  in 
pharmacies  as  the  1  per  cent 
cream.  It  works  by 
dampening  down  the  body's 
natural  inflammatory 
processes.  Topical  steroids 
do  not  cure  the  condition, 
they  only  suppress  it.  There 
is  an  old  medical  maxim 
which  says  that  you  should 
use  the  weakest  effective 
product  for  just  so  long  as 
necessary.  It  is  common 
sense.  However,  many  of 
your  patients  will  know  of 
the  more  potent  steroid 
creams  on  the  market,  and 
ask  for  them  by  name.  You 
must  tactfully  decline  and 
even  advise  against  the 
purchase. 

These  potent  steroids  are 
rightly  restricted  to 
Prescription  Only  status  and 
are  not  appropriate  for  OTC 
sales.  Their  disadvantages 
include  irreversible  thinning 
of  the  skin,  hair  overgrowth 
and  the  possibility  of 
systemic  effects  such  as 
suppression  of  the  adrenal 
glands.  These  side  effects 
are  almost  academic  as  far 
as  we  are  concerned, 
providing  the  patient  uses 
only  the  amount 
recommended  two  or  three 
times  a  day.  Some 
manufacturers  have  been 
helpful  by  recommending 
the  'fingertip  unit'  as  a  guide 
to  how  much  to  apply  to  the 
various  sites.  One  other 


The  National  Eczema  Society 
is  a  registered  charity.  It  aims 
to  improve  the  quality  of  life 
for  people  with  eczema  and 
their  carers  by  providing 
information  support  and 
education.  It  also  raises  funds 
for  research  to  identify  the 
causes  and  potential 
treatments  for  eczema.  For  an 
annual  fee  of  £12,  members 
receive  a  comprehensive 
information  pack,  as  well  as 
copies  of  the  Society's  journal. 
They  also  have  unlimited 
access  to  the  NES's 
Information  Service. 

The  NES  is  once  again 
running  National  Eczema 
Week,  which  this  year  will 
take  place  from  Saturday, 
September  26  to  Saturday, 
October  3.  This  year  the  theme 
will  be  'Eczema  and  the  Home 
Environment'.  Through  a 
series  of  initiatives  the  NES 
will  show  how  the  home 
environment  can  direct  affect 
a  person's  eczema. 

The  National  Eczema 
Society,  163  Eversholt  Street, 
London  NW1 1BU.  Tel:  0171 
388  4097. 


useful  tip  is  that  the  thinner 
the  skin,  the  less  you  need. 

When  to  refer 

The  product  licence  for  OTC 
steroid  creams  lays  down 
strict  guidelines  for  its  sale. 
It  is  licensed  for  sale  without  | 
a  prescription  for  mild  to 
moderate  eczema,  allergic 
contact  dermatitis,  irritant 
dermatitis  and  reactions  to 
insect  bites.  However,  it 
contraindicates  the  use  of 
OTC  hydrocortisone  for 
longer  than  seven  days,  for 
the  eyes  and  face,  for  the 
genital  areas  and  in  the 
presence  of  fungal  and  other 
infections.  If  the  patient  is 
pregnant,  you  must  also 
refer  them  to  their  GP. 

The  GP  may  decide  that 
hydrocortisone  is  still  the 
product  of  choice,  but  that 
decision  has  to  be  the  GP's. 
The  GP  might  also  prescribe 
a  more  potent  steroid  for 
certain  troublesome  areas 
and  recommend 
hydrocortisone  for  others.  Do  i 
not  be  surprised  to  see  your 
customer  with  a  body  map 
showing  the  different  areas 
with  different  medications! 

Postscript 

A  sound  basic  product 
knowledge  and  awareness 
of  the  condition  plus  TLC, 
sympathy  and  a  caring 
attitude  will  ensure  that  your 
eczema  patients  keep 
coming  back  to  you  for  your  ; 
service.  That's  what 
community  pharmacy  is  all 
about! 
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Why  is  Bepcinthol  <a  solution  they  can 
count  on  for  problem  dry  skin? 


For  daily  all  over  body 
use.  It  is  specifically 
designed  to  protect  against  the  drying 
effect  of  showering. 


^^•JljPWB  For  daily  all  over  bod) 
^££^2  use.  It  is 
designed  to  soothe  and  soften  dry, 
cracked  skin. 


j0^ffQBj&^  For  occ  asional  use  on 
^k^jwJBSP  'flare-up' areas. 
It  is  specifically  designed  to  care 
For  extremely  dry  sore  patche 
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—  Imagine  a  range  of  dry  skin  products  you  and  your 
customers  can  really  count  on.  Roche  already  have.  The 
Bepanthol  range,  already  proven  throughout  Furope,  is  a 
unique  approach  to  problem  dry  skin,  which  is  also  suitable 
for  eczema  and  dermatitis.  Bepanthol  skin  conditioners  each 
contain  a  different  amount  of  moisturising  power,  called  a 
Skin  Conditioning  Factor,  which  soothe  and  soften  dry, 

"Bepanthol  is  a  registered  trademark 


cracked  skin  at  different  levels.  These  Skin  Conditioning 
Factors  form  a  non-greasy  protective  film  over  the  surface  ol 
the  skin,  holding  in  the  body's  natural  moisture.  Bepanthol 
also  contains  Pro-Vitamin  B5,  which  promotes  natural 
healing.  At  last,  whatever  age  they  are.  your 
customers  can  choose  their  own  level  of  care 
for  problem  dry  skin. 


<1toche 


A  little  goes 
a  long  way 

From  base  oils  to  buying  and  burning  oils,  Maria  Murray 
fakes  looks  at  aspects  of  aromatherapy 


It  has  antiviral  and 
antifungal  properties  and  is 
used  to  treat  bums,  cystitis, 
mouth  ulcers,  thrush  and 
athlete's  foot. 

•  Eucalyptus 
Eucalyptus  is  a  familiar 
smell  to  most  of  us  as  it  is 
included  in  a  wide  range  of 
chest  rubs  and  inhalants.  It 
has  antiseptic,  decongestant 
deodorising  and  insect 
repellent  properties. 

Eucalyptus  oil  is  useful 
when  treating  colds,  flu, 
coughs  and  sinusitis. 

•  Berganiot 


Stimulating  our  sense  of 
smell  can  evoke  very  strong 
responses,  both  physically 
and  emotionally.  How  many 
of  us  feel  our  hearts  sink 
when  we  smell  hospital 
disinfectant,  or  start  to 
salivate  when  we  pass  an 
Italian  restaurant?  Similarly, 
a  perfume  or  aftershave 
favoured  by  an  old  flame 
can  arouse  memories  of 
times  long  gone. 

Aromatherapy  uses 
essential  oils,  each  of  which 
has  its  own  unique  fragrance 
and  properties,  to  help 
manage  problems  ranging 
from  muscle  aches  and 
sleeplessness  to  skin 
problems  and  stress.  Despite 
its  name  aromatherapy  does 
not  rely  totally  on  our  sense 
of  smell,  as  small  amounts 
are  absorbed  through  the 
skin  into  the  body  where 
they  also  exert  an  action. 

A  brief  history 

The  use  of  essential  oils 
dates  back  over  5,000  years 
to  ancient  Egypt,  where 
frankincense  and  cedar  oil 
were  used  for  embalming 
and  at  religious  ceremonies. 
As  plagues  such  as  the  Black 
Death  swept  across  Europe 
in  the  17th  century,  ordinary 
people  burned  incense  made 
from  pine,  cedar  and  cypress 
to  'banish'  the  disease  and 
the  foul  odour  associated 
with  it. 

A  Frenchman  Rene 
Gattefosse  is  credited  with 
reviving  scientific  interest  in 
essential  oils  and  coming  up 
with  the  term 
'aromatherapy'  in  1937. 

While  working  in  a 
perfumery  where  essential 
oils  were  being  tested  for 
cosmetic  purposes,  he  badly 
burned  his  hand. 
Instinctively  he  plunged  his 
hand  into  the  nearest  bowl 
of  liquid,  which  happened  to 
be  lavender  oil.  Not  only  did 
his  hand  heal  more  rapidly 
than  expected,  but  scarring 
was  minimal.  This  incident 
prompted  him  to  investigate 


the  healing  properties  of 
other  essential  oils  and  led  to 
the  development  of 
aromatherapy  as  a 
recognised  'complementary' 
medicine. 

Extraction 

Essential  oils  are 
concentrated  extracts  of 
various  parts  of  plants  - 
flowers,  barks,  roots  -  and, 
despite  their  name,  are  not 
in  fact  oily.  They  are  volatile 
and  evaporate  rapidly  when 
exposed  to  air,  without 
leaving  an  oily  trace. 

Each  oil  contains  between 
three  and  five  chemical 
groups  such  as  esters, 
ketones  and  phenols,  and  it 
is  the  interaction  of  these 
chemicals  that  gives  each  oil 
its  individual  properties. 

The  essential  oil  is 
extracted  from  the  plant  in  a 
number  of  ways  such  as 
steam  or  vapour  distillation 
or  solvent  extraction.  The 
quantity  of  oil  extracted  from 
the  plant  and  the  time 
required  to  do  so  determines 
the  price  of  the  oils.  For 
example,  to  obtain  the 
essential  oil  from  the 
delicate  jasmine  flower  is  a 
process  that  can  take  up  to 
20  days,  which  is  reflected  in 
the  price. 

Choosing  your  oil 

Aromatherapists  are  the 
experts  in  essential  oils  in 
the  same  way  that 
pharmacists  are  the  experts 
on  druqs.  However,  as  with 
conventional  OTC  medicine, 
you  can  self-medicate  with 
essential  oils  for  minor 
ailments. 

Essential  oils  can  be  used 
for  an  extensive  range  of 
purposes  -  from  relieving 
sunburn  and  insomnia  to 
repelling  insects  and 
freshening  your  laundry. 
Therefore,  referring  to  a 
book  on  aromatherapy 
before  you  go  to  buy  some 
oils  is  helpful.  If  you  are  still 
unsure  which  oil  is  the  most 
appropriate,  have  a  chat 


with  one  of  the  staff  in  the 
shop  or  consult  the 
information  leaflets  supplied 
by  the  manufacturer. 

We'll  take  a  brief  look  at 
some  of  the  more  popular 
essential  oils  and  what 
aromatherapists  recommend 
they  are  used  for: 

•  Lavender 

Lavender,  the  essential  oil 
that  prompted  further 
research  into  the  area  of 
aromatherapy,  is  a  highly 
versatile  and  safe  oil. 

It  has  antiseptic,  antiviral, 
antibiotic  and  sedative 
properties. 

Lavender  oil  can  be  used 
to  treat  a  variety  of 
conditions  such  as  anxiety, 
insomnia,  headaches, 
nausea,  burns,  insect  bites, 
cuts,  sunburn  and  PMS. 

•  Chamomile 

Chamomile  is  more  familiar 
to  us  in  the  form  of  herbal 
tea,  drunk  by  many  for  its 
soothing  properties. 

It  has  anti-inflammatory, 
sedative  and  analgesic 
properties  and  is  used  for 
skin  conditions  such  as 
allergies,  burns,  insect  bites 
and  sensitive  skin,  as  well  as 
for  irritable  bowel. 

•  Rosemary 
Rosemary  has  stimulant 
properties  -  both  physically 
and  mentally. 

It  is  used  for  fatigue, 
hangovers,  migraine, 
muscular  conditions  and  to 
generally  'uplift'  a  person's 
mood.  Its  beneficial  action 
on  dandruff  means  it  is  often 
included  in  shampoo 
formulations. 

•  Tea  Tree 

Tea  tree  oil  has  grown  in 
popularity  over  the  last  few 
years  and  is  living  up  to  its 
reputation  as  a  first  aid  kit  in 
a  bottle.  Aborigines  have 
been  using  the  plant  for 
centuries  and  Australian 
soldiers  during  the  Second 
world  war  were  issued  with 
supplies  for  treating 
conditions  ranging  from 
simple  cuts  to  fungal 
infections. 
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Bergamot  oil  is  extracted 
:rom  the  rind  of  a  small, 
arange-like  fruit,  grown  in 
Italy.  It  is  a  stimulating  oil 
with  an  'uplifting  fragrance' 
jsed  to  elevate  mood.  One 
orecaution  you  should  make 
rustomers  aware  ol  is  that 
aergamot  should  not  be 
isecl  within  three  hours  of 
joing  out  into  the  sun  or 
jsing  a  sunbed. 
9  Peppermint 
3eppermint,  a  stimuiating 
Ml,  has  been  used  to  flavour 
oods  and  medicines  since 
:5reek  and  Roman  times. 


Menthol  gives  peppermint 
its  analgesic  and 
antispasmodic  properties.  It 
is  used  lor  indigestion, 
irritable  bowel,  nausea  and 
fatigue,  as  well  as  bad 
breath 

Aromatherapists  create 
blends  of  these  and  other 
oils  to  treat  specific 
conditions  in  individuals.  A 
number  of  aromatherapy 
manufacturers  also  produce 
blends  which  you  will  sen1  on 
the  shell,  with  descriptions 

Continued  on  pi  4  ► 


Good  housekeeping 

Aromatherapy  can  also  play  a  practical  role  around  the  house.  All  essential  oils  are  thought  to  have 
anti-bacterial  qualities  and  their  natural  aromas  are  preferable  to  the  synthetic  chemicals  used  in  air 
fresheners  and  cleaning  products.  Tisserand  have  come  up  with  the  following  handy  household  hints: 

•  To  give  your  laundry  a  fresh  aroma  put  some  essential  oils  in  the  final  rinse  in  the  washing 
machine.  Dilute  six  drops  in  water  or  put  six  drops  into  a  liquid  fabric  conditioner.  It's  important  to  use 
clear  oils  such  as  lavender,  pine  or  lemon.  Alternatively  put  six  drops  of  essential  oil  on  a 
handkerchief  and  place  in  the  tumble  dryer  when  drying  clothes  sheets  and  towels. 

•  Wipe  kitchen  surfaces  or  floors  with  a  solution  of  five  drops  of  an  antiseptic  oil  such  as  tea  tree  or 
bergamot  in  a  litre  of  water. 

•  To  neutralise  any  stale  smells  in  the  fridge  or  freezer  wipe  them  inside  with  a  solution  of  five  drops 
of  orange  or  grapefruit  oil  in  a  litre  of  water. 

•  Grapefruit  is  particularly  effective  at  tackling  stale  smells  such  as  smoke.  Curtains,  especially  in 
sitting  rooms,  often  become  tainted  with  tobacco  smoke.  To  remedy  this,  Tisserand  suggests 
saturating  some  cotton  wool  in  a  citrus  oil  and  put  it  in  the  hem  of  your  curtains. 

•  If  you're  packing  away  your  winter  or  summer  clothes,  use  some  citronella  or  lavender  on  a  piece  of 
cotton  wool  in  the  clothes  bag.  Not  only  will  your  clothes  smell  better,  but  you  won't  have  to  worry 
about  moths,  either. 


Continued  from  p  1  3 

such  as  'relaxing'  or 
'uplifting',  for  example. 

Quality  not  quantity 

The  guality  and  price  of 
essential  oils  varies 
considerably;  cheaper 
products,  not  surprisingly, 
are  of  lower  guality,  diluted 
with  alcohol  or  vegetable  oil. 

Aromatherapist  Eve  Taylor 
offers  some  advice  to  ensure 
your  oil  is  top  guality.  First, 
the  oil  should  be  in  a 
sealed/tamper  evident 
amber  oil  bottle.  Customers 
should  not  be  allowed  to 
smell  essential  oils  directly 
from  the  bottle.  Smelling 
strips  with  tester  oils  can  be 
used  instead. 

A  full  instruction  leaflet 
should  be  supplied  with 
each  bottle  so  that  the 
customer  can  refer  to  it  on 
how  to  use  the  product  and 
any  safety  information. 
The  common  name  (eg 
lavender)  and  the  botanical 
name  (Lavendula 
Officinalis)  should  be  clearly 
shown  on  the  label  so 
customers  know  what  they 
are  getting. 

To  maintain  the  guality  of 
the  oils,  it's  important  to 
replace  the  cap  firmly  after 
use  and  store  the  bottle  in  a 
cool  dry  place  out  of  direct 
sunlight. 

Using  your  oils 

Once  you  have  selected  the 
oils  you  want,  your  next 
decision  is  how  you're  going 
to  use  them:  massage, 
bathing  or  burning. 

1.  Massage 

Massaging  essential  oils  into 
the  skin  has  a  dual  action  - 
the  physical  effects  of 
massage  stimulate  the 
circulation  and  relieve 
tension  and  stress,  in 
addition  to  the  effects  of  the 
the  oils. 

Essential  oils  should  not  be 
used  neat  on  the  skin  but 
blended  with  a  base  or 
'carrier'  oil.  To  be  on  the  safe 
side,  some  aromatherapists 
recommend  carrying  out  a 
patch  test  for  sensitivity  with 
the  diluted  oil 

Base  oils  such  as  almond, 
sesame  seed  and  wheatgerm 
oil  can  penetrate  the  skin 
surface  carrying  the  active 
essential  oil  with  them.  Baby 
oil  and  other  synthetic  base 
oils  are  unsuitable  for 
aromatherapy  as  their 
molecules  are  too  big  to 
penetrate  the  skin. 

The  usual  dilution  is  two 
drops  of  your  essential  oil  in 
5ml  (a  teaspoonful)  of  your 
carrier  oil.  It's  best  to  make 
up  the  oil  a  few  days  before 
you  intended  using  it  so  that 


the  aroma  will  be  fully 
absorbed. 

2.  Bathing 

After  a  long  hard  day,  there's 
nothing  guite  as  relaxing  as 
an  aromatic  bath.  Although 
you  can  select  an 
'aromatherapy'  bath  oil  off 
the  shelf  of  most 
pharmacies,  multiples  and 
supermarkets,  you  can  easily 
create  your  own  blend  to 
match  your  mood. 

When  you  run  your  bath 
make  sure  it  is  not  too  hot, 
otherwise  when  you  add 
your  essential  oils  they  will 
evaporate.  Either  add  five 
drops  of  essential  oil  to  the 
water  or  a  blend  of  the  oils  in 
a  teaspoonful  of  carrier  oil, 
then  gently  stir  the  water  in 
the  bath. 

If  you  need  to  unwind, 
include  some  lavender, 
rosewood  or  sandalwood. 
For  stimulation,  try  adding 
rosemary,  basil  or 
peppermint. 

3.  Burning 

Essentiai  oil  burners  have 
grown  in  popularity  over  the 
last  few  years,  reflecting  a 
preference  for  natural 
fragrance  over  synthetic  air 
fresheners.  A  few  drops  (up 
to  five)  of  the  chosen 
essential  oil  are  added  to  the 
water  in  the  upper  part  of 
the  burner.  A  night  light 
provides  sufficient  heat  to 
vaporise  the  water  and  oil 
filling  the  room  with  the 
aroma.  Lavender,  for 
example  can  be  used  in  a 
bedroom  of  an  adult  or  child 
having  problems  sleeping. 
In  fact,  lavender  oil  has  been 
used  on  paediatric  wards  to 
reduce  the  need  for 
sedatives. 

If  a  burner  isn't  readily 
available  add  a  few  drops  of 
essential  oil  to  a  saucer  of 
water  and  place  it  on  the 
radiator  to  vaporise. 

Alternatively  you  could 
buy  a  porcelain  ring  which 
fits  on  a  light  bulb.  Add  a 
few  drops  of  essential  oil  to 


the  ring  and  the  heat  from 
the  bulb  will  vaporise  the  oil, 
again  fragrancing  the  room. 

Other  methods  of  using 
essential  oils  include 
inhahng  from  a 
handkerchief,  steam 
inhalation,  shampoos  and 
compresses. 

Take  care 

There  is  a  mistaken  belief 
that,  when  it  comes  to 
medicine,  natural  means 
safe.  As  with  herbal 
remedies,  some  essential  oils 
are  very  powerful  and  need 
to  be  used  with  care,  in  some 
cases  only  by  a  trained 
aromatherapist.  However, 
you  can  play  a  part  in 
helping  to  ensure  oils  are 
used  safely  by  advising 
customers  of  sensible 
precautions: 

•  stress  that  neat  essential 
oils  should  never  be  used 
directly  on  the  skin  and 
never  swallowed 

•  essential  oils  should  not  be 
used  on  babies  under  a  year 
old  except  by  a  fully  trained 
aromatherapist  or  by 
medical  staff 

•  essential  oils  should  be 
kept  away  from  the  eyes.  If 
oil  splashes  into  the  eye, 
wash  it  out  immediately  with 
plenty  of  water  and  if 
necessary  seek  further 
medical  advice 

•  as  a  general  rule, 
pregnant  women  should  use 
essential  oils  in  half  the 
stated  amounts.  However, 
there  are  a  number  of  oils 
which  should  be  avoided  by 
pregnant  women.  Basil, 
clove,  cinnamon,  hyssop, 
juniper,  marjoram,  myrrh, 
sage  and  thyme  should  not 
be  used  during  the  nine 
months  of  pregnancy  and 
fennel,  peppermint  and 
rosemary  should  be  avoided 
during  the  first  four  months 
of  the  pregnancy. 

Further  information 

If  you're  interested  in 
finding  out  more  about 
aromatherapy  the  following 


books  are  a  good 
introduction: 

•  'Aromatherapy  -  A  guide 
for  home  use'  by 
aromatherapist  Christine 
Westwood  is  published  by 
Amberwood  Publishing 

•  'Practical  Aromatherapy - 
How  to  use  essential  oils  to 
restore  vitality'  by 
aromatherapist  Shirley  Price, 
published  by  Thorsons.  This 
book  also  includes  a  fully 
illustrated  section  on 
aromatherapy  massage 
technigues 
•'Aromatherapy  for 
Travellers  -  how  to  use 
essential  oils  for  health  and 
well-being  while  travelling' 
by  aromatherapist  Jude 
Brown,  published  by 
Thorsons 

•  'Understanding 
Aromatherapy',  a  booklet 
published  by  Nelson  & 
Russell  Aromatherapy,  is  a 
brief  guide  to  the  subject  - 
how  the  oils  should  be  used 
and  special  blends  you  can 
make  up. 

Or  if  you  feel  you  would 
like  more  guidance  contact 
the  following: 

•  The  Institute  of  Clinical 
Aromatherapy,  founded  by 
Eve  Taylor,  currently 
celebrating  her  30th  year  in 
the  aromatherapy  business, 
runs  courses  in 
aromatherapy  and 
complementary  therapy.  Tel: 
01733  321101. 

•  The  Aromatherapy  Trade 
council  is  an  independent 
and  self-regulating  body  for 
the  aromatherapy  industry. 
ATC,  PO  Box  52,  Market 
Harborough,  Leicestershire 
LE16  8ZX.  Tel:  01858 
465731.  Fax:  01858  434242. 

•  Manufacturers  you  will  be 
familiar  with  include: 
Aromatherapy  Products  - 
Tisserand  (Tel:  01273 
325666),  Neal's  Yard  Natural 
Remedies  (Tel:  0171  498 
1686),  Nelson  &  Russell  (Tel: 
0181  780  4200),  Lothian 
Herbs  (Tel:  0131  661  9803), 
Eve  Taylor  (London)  (Tel: 
01733  321101). 


14 


OVER  THE  COUNTER  28  March  1998 


'     /    '/'/////  '\ 


0 


i  / 


/ 


NEW 


Benadryl 

ALLERGY  RELIEF     w  J 


Acrivastine 


35     „„  25 


•  No  non-drowsy 
allergy  tablet 
works  as  fast 

•  Active  in 

1 5  minutes 

•  Lasts  8  hours 


12  CAPSULES 


A- 


Hay  Fever 
Dust  Allergy 
Pet  Allergy 
Skin  Allergies 


ion:  Capsules  containing  8mg  Acrivastine  Uses:  symptomatic  relief  of  allergic  rhinitis,  including  hayfever  Also  for  allergic  skin  conditions.  Dosage:  Adults  and  children  12  years  and  over:  one  capsuli 
day  Not  for  use  in  the  elderly  (over  65  years)  or  children  under  12  years.  Contra-indications:  Not  for  use  in  patients  with  known  hypersensitivity  to  acrivastine  or  tripolidine  or  with  significant  rena 
nt.  Precautions:  Avoid  alcohol  and  potentially  sedating  medicines.  Caution  during  pregnancy.  Side  and  adverse  effects:  Reports  of  drowsiness  are  extremely  rare.  RSP  (ex  VAT):  12s  £3.40.  24s  £5.9' 
?gory:  P  Further  information  is  available  from:  Warner  Lambert  Consumer  Healthcare,  Chestnut  Avenue.  Eastleigh,  S053  3ZQ.  Product  licence  number:  15513/0035  Date  of  revision:  January  199; 


Although  pink  dominates  the  fashionable  spectrum  this  season, 
finds  some  room  in  her  palette  for  cool  blues  and 

luscious  lavenders 


the  crease  of  the  eye, 
especially  if  you're  trying  the 
new  turquoise  blues,  as  they 
can  flatten  the  eye  when 
used  alone.  Brown  in  the 
socket  gives  the  eye  more 
shape. 

Try  these  pinks  and  lilacs: 

Christian  Dior  Solo  Dior 
in  Antique  Rose  (£13), 
Revlon  Street  Wear 
Jumbo  pencil  in  Jelly 
(£5),  Sebastian  Trucco 
in  Sweet  Tart  (£10.50), 
Bourjois  pastel 
Lumiere  Eyeshadow, 
Nacre  Rose  (£4.25). 
Try  these  fresh 
blues  and  greens: 
Elizabeth  Arden 
Eyeshadow  Duo 
in  Dawn/Dusk 
(£16.50), 
Christian 
Dior  Solo 
Dior  in 
Silvery 
Blue 


T  "X"  Xhen 

MM/  legendary 

1/1/  Vogue 
a  \   I    i  \   //     ediloi  and 

\  \  srd 

dictator, 

Diana  Vrelland,  announced  that 
"Pink  is  the  navy  blue  of  India", 
she  probably  didn't  foresee  the 
day  when  those  two  colours 
would  exist  on  the  same  palette. 
Make-up  artists  of  the  90s  did, 
however,  and  the  principal 
looks  devised  on  the  catwalks 
rule  that  pink  and  blue  are  the 
big  influences  on  cosmetics 
colours  this  season. 

Colour  coding 

"Very  bright  pinks  are  in," 
explains  make-up  artist  Dina  of 
The  Industry.  "Whereas  before 
we've  seen  the  subtle  pastels 
and  sedated  shades,  we're  now 
looking  at  bright  fuschia  and 
electric  pinks."  The  opposite 
end  of  the  spectrum  gives  us 
intense  blues  from  turquoise  to 
lapis  lazuli,  with  fresh  leafy 
greens  and  warm  ambers 
providing  the  paler  choices  for 
everyday  wear.  The  emphasis  is 
very  definitely  on  the  mouth,  so 
practice  with  the  hp  brush  and 
leave  your  Up  pencils  to  one 
side  to  achieve  this  season's 
focus. 


Perfect  pink  pouts 

The  return  of  intense  lip  shades 
mean  a  return  of  a  defined 
mouth  shape.  "There's  lots  of 
texture  as  opposed  to  gloss  or 
stains,"  says  Dina,  "and  the 
idea  of  using  lip  colour  to 
accentuate  the  mouth  is  back. 
At  the  Prada  show  we  saw  hp 
definition  through  the  use  of  a 
darker  tone  on  the  upper  hp 
with  a  slightly  paler  shade  on 
the  bottom  hp." 

However,  for  the  classic 
English  mouth  -  a  fuller  lower 
Up  with  a  narrower  upper  Up  - 
Dina  recommends  reversing 
this  approach  to  create  a  fuller 
looking  mouth,  as  darker 
colours  have  the  effect  of 
making  narrower  hps  appear 
thinner. 

For  those  loathe  to  spend 
valuable  time  painting  on  a 
perfect  pout,  there  are  lots  of 
more  subtle  tones  between  the 
must-have  pinks  and  blues. 
Lilac  and  lavender  bridge  the 
gap  between  the  two,  and  pale 
pearly  violets  or  mauves 
provide  a  safe  haven  for  the 
faint  of  heart. 

Try  these  hot  pinks:  Mavala 
MavaUp  in  Suva  (£6.15),  L'Oreal 
Colour  Riche  Upstick  in  BeUe 
(£5.29),  Ultima  II  Exti-ordinaire 
Volumising  Lip  Gloss  in  Pink 
Pout  (£12.95  from  April  15), 


What  happening  with  hair? 

i  Back  this  season  is  the  perennial  favourite,  the  bob,  thanks  to  last  seasons 
emphasis  on  a  neat  straight  fringe,  the  new  bob  is  based  on  the  classic 
twenties  original,  straight,  sleek  and  shiny. 
i<  Continuing  the  twenties  theme,  marcel  waves  appeared  on  the  catwalks, 
both  on  bobbed  hair  and  on  longer  shoulder  length  hair 
•  Colour  of  the  season  is  bitter  chocolate,  giving  hair  deep  shine  and  adding  a 
healthy  look.  Play  with  ever  versatile  mascaras  for  hair  in  bright  colours  to  add 
texture  to  dark  hair.  Try  Christian  Dior's  Mascara  for  hair  in  Mauve  Samba  or 
Techno  Blue  (£13)  or  Miners  Sweep  n'  Streak  in  Blue  (£2.99) 
©  Keep  hair  tidy  with  a  neat  simple  ponytail,  tied  just  below  the  base  of  the 
crown  and  slicked  with  a  little  serum  to  control  flyaway  hairs 


Miners  Upstick  in  Vibrant  Pink 
(£2.25). 

Try  these  luscious  lavenders: 

Shiseido  Advanced 
Performance  Lipstick  in  Rose 
Ice  (£13),  Sebastian  Trucco 
Lipstick  in  Fetish  (£12,  Mail 
order  01222  228688),  Christian 
Dior  Rouge  CoUection  in  Mauve 
Mermaid  (£13). 

What  a  cheek! 

After  the  carefuUy  sculpted 
looks  of  seasons  past,  cheek 
definition  has  all  but 
disappeared  -  a  reUef  for  those 
who  struggled  with  the  correct 
amounts  of  shaping  shadow 
and  highlighter.  Instead, 
advises  Dina,  use  a  tiny  dusting 
of  neutral  blusher  on  the  apples 
of  the  cheeks  or  even  dispense 
with  it  altogether. 

For  those  keen  to  retain  some 
cheekbone  definition,  she 
recommends  going  with  the 
season's  favourite  by  using  a 
dab  of  fuschia  lipstick  on  the 
upper  part  of  the  bone  rubbed 
in  with  your  fingers. 
Try:  Givenchy  Blush  Prism 
Jaspe  (£23.50),  Elizabeth  Arden 
Cream-To-Powder  Cheekcolour 
in  Peony  (£15). 

Vibrant  eyes 

Eye  colours  are  more  vibrant 
than  ever  before,  with  pinks, 
purples,  blues  and  greens  aU 
making  an  appearance.  If 
you've  faUen  in  love  with  the 
range  of  mauves  and  lilacs  on 
offer,  you  can  opt  for  this  as  an 
accent  colour.  "Try  lilac  on  the 
eyes,  lilac  on  the  cheeks  -  you 
could  use  your  eye  colour  on 
both, "  advises  Dina. 

K  cool  blues  and  greens  take 
your  fancy,  avoid  creating  a 
pool  of  flat  colour.  "I  would 
advise  using  a  bit  of  brown  on 


(£13), 
Miners 
eyeshadow  in 
Turquoise 
(£1.99). 

Tip  top  talons 

Probably  the  biggest  news  this 
season  is  that  with  nails, 
anything  goes.  Once  an  after- 
thought on  the  catwalk, 
attention  to  nans  is  now  de 
rigeur,  with  acryhc  tips, 
decorations  and  a  rainbow  of 
colours  finding  their  way  on  to 
the  fingers  of  every  model  - 
super  or  otherwise.  Jaqui 
Jefford  and  Sue  Marsh  of  nail 
art  team  the  Untouchables 
created  some  of  London 
Fashion  Week's  most  innovative 
talons.  Here,  they  give  us  their 
tips  for  this  seasons  look: 

•  the  major  trend  is  an  oval 
shaped  tip 

•  the  length  should  be  suited 
to  the  individual,  but  in 
proportion  to  the  width  of  the 
nail  bed 

•  colours  are  moving  towards 
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pink,  green  and  orange  dayglo, 
but  the  faint  hearted  can  opl  foi 
the  multitude  ol  metallic  cind 
frosted  pastels 

•  experiment  with  decorations 
like  Finger's  stick-on  butterflies 
or  diamonds  (El.99-E9.99,  mail 
order  Tel:  0181  436  9029). 
Try:  MdVdla  Electric  Pink  mini- 
colour  (£2.90),  Cover  Girl 
NailSlick  in  Sunshine  (£3.49), 
L'Oreal  LdquiResist  mill  polish 
in  I  lei  adorn  e  (£4  I'M  Re\  Ion 
Street  wear  Ndil  Encimel  in 
Grdss  Stain  (£5),  Christum 
Dior  Ndil  Endmel  in 
Firefly  Yellow 
(£1 1.50),  Miners 
nail  polish  in 
Frosted  Bdby 
Pink 
(£1.75). 
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PRODUCT  INFORMATION:  NUROFEN  ADVANCE.  Tablet  conlaining:  342  mg  ol  ibuprolen  lysine  (equivalent  to  200  mg  ibuprolen)  Also  contains:  Povidone,  Microcrystalline 
Magnesium  Sleaiale.  Hydroxypropylmethylcellulose.  Hydroxypropyl  Cellulose,  Titanium  Dioxide  (E171)  Indication:  For  the  relief  of  mild  lo  moderate  pain,  including  headache,  rheu 
muscular  pain,  backache,  neuralgia,  migraine,  dental  pain,  dysmenorrhoea.  leverishness.  sympfoms  ol  cold  and  mlluenza  Dosage:  In  Adults  and  Children  1 2  years  ol  age  and  older -In 
2  tablets  with  water  followed  by  1  or  2  tablets  every  4  hours  it  necessary  Do  not  lake  more  than  six  tablets  per  day  Precautions  and  Warnings:  History  ot  hypersensitivity  to  any  con 
this  producl  or  lo  any  non-steroidal  antnntlammatory  drug  Cross  reactions  may  occur  with  this  drug  class  Active  gastrointestinal  ulcer  Children  under  12  years  Precautions:  patier 

CROOKES  instructed  to  consull  their  doctor  it  symptoms  persist  lor  more  lhan  three  days  Patients  should  seek  medical  advice  il  pain  or  lever  worsen,  or  new  symptoms  occur  Use  Nuroten  Ad\ 

rTrrjri  a  r>T7    caution  in  patients  with  asthma  or  a  history  ol  aslhma  Side  ettecls  the  following,  although  not  exhaustive  may  occur  with  Nuroten  Advance/or  ibuprolen  Common  (>1  %)  dizziness,  epiga 

rlJliALlHCAKJci    tatigue.  headache,  dyspepsia,  diarrhoea,  nausea,  rash  Less  common  (001-1%)  allergic  reactions  (swelling,  hives),  rhinitis,  Gl  bleeding,  peptic  ulcer,  insomnia,  visual  disturbance! 


analgesics 


by  Design 


Rare  (<0  1%)  oedema,  leucopenia.  thrombocytopenia,  aseptic  meningitis  (usually  in  patients  with  autoimmune  disease), 
is,  liver  lunclion  abnormalities,  depression,  renal  dysfunction  Nurolen  Advance  like  ibuprofen  acid  may  prolong  bleeding  lime 

nhibition  ol  platelet  aggregation  Product  Licence  Number:  PL  1 3249/0001  Licence  holder:  Johnson  &  Johnson  MSD 
harmaceuticals  HP10  9UF  Manufactured  by:  Merck  Manufacturing  division,  NE23  9 J  I)  Legal  Category:  P  Price: 
ance  10's  £1  65,  20s  £2  89.  40  s  £5  45  Date:  November  1997  References.  1  Source  Nelson  SL.  Brahim  JS.  Korn  elal. 
94,16  458-465  2  Mehlisch  DR,  Jasper  RD,  Brown  P  elal  Clin  Ther  1995,17  852-860  3  Hummel  T,  Huber  H,  Kobal  G 
ly  Communications  1995,5  101-108  4  Cooper  SA,  Reynolds  DC,  Gallegos  LT  el  al  Clin  Pharmacol  and  Ther  1994, 

Data  on  tile,  Boots  Healthcare  International  5  Dala  on  tile.  Boots  Healthcare  International  Report  No  NU  5003 


New  Nurofen  Advance 
contains  ibuprofen 
lysine.  A  number  of 
studies  have  each  shown 
that  ibuprofen  lysine 
gets  to  work  significantly 
faster  than  solid  dose 
forms  of  aspirin^' 
paracetamol2  and  even 
standard  ibuprofen.3* 
This  makes  Nurofen  Advance  a  unique,  fast  acting 
analgesic  designed  specifically  for  people  who  specify 
speed  as  their  priority  for  analgesic  choice. 
Nurofen  Advance  delivers  Nurofen's  trusted  pain 
relief  with  the  additional  benefit  of  lysine  to  speed  up 
absorption.'1  So  when  customers  need  speed  of  relief  to 
get  on  with  their  lives,  recommend  Nurofen  Advance. 


20  Tablets 


Effective,  rapid  relief 


bu  profen 
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Family  planning  often  seems  more  to  do  with  not  having  babies  than  having  them  -  in 
other  words,  contraception.  But,  unlike  their  grandmothers  and  mothers  before  them, 
women  today  can  not  only  plan  when  they  have  their  babies,  but  think  about  the  steps 
they  need  to  take  to  make  sure  it  goes  as  well  as  possible.  Consultant  pharmacist 

Mary  Allen  reviews  the  options 

So  you're  having 

a  baby? 


There's  lots  a  woman  can  do 
before  becoming  pregnant 
to  ensure  she  stands  the  best 
chance  of  having  a  healthy 
pregnancy  and  a  healthy 
baby. 

For  several  months 
beforehand,  she  should 
make  sure  she  gets  fit  -  this 
doesn't  mean  training  up  as 
a  contestant  on  'Gladiators', 
but  getting  into  shape  will 
stand  her  (and  the  baby)  in 
good  stead. 

Losing  excess  weight  will 
help  to  give  a  good  start  to  a 
pregnancy  and  prevent 
problems  with  blood 
pressure  and  so  on.  During 
the  nine  months  of 
pregnancy,  a  woman  should 
aim  to  keep  weight  gain  to 
less  than  two  stones. 
Moderate  exercise  such  as 
swimming  or  walking  three 
times  a  week  will  maintain 
good  health  belore  and 
during  pregnancy.  Anything 
more  strenuous  in 
pregnancy  needs  careful 
discussion  with  the 
instructor  or  doctor. 

Stop  smoking 

Both  she  and  her  partner 
should  definitely  try  hard 
to  give  up  smoking. 
This  may  be  even  more 
important  for  the  male  - 
there  seems  to  be  some 
evidence  to  suggest  that 
smoking  can  affect  sperm 
production. 

Smoking  in  pregnancy  can 
increase  the  risk  of 
miscarriage,  premature  birth 
or  of  having  a  baby  with  a 
low  birth  weight.  And  once 
babies  are  born,  he  or  she 
may  be  at  a  greater  risk  of 
cot  death  and  some  chest 
ailments  if  they  live  in 
households  where  one  or 
other  parent  smokes. 

So,  giving  up  smoking 
forever,  from  before  a  baby 
is  conceived,  is  probably  the 
greatest  gift  that  parents  can 
give  their  babies. 


Food,  drink  and 
folic  acid 

Drinking  doesn't  fare  much 
better  -  alcohol  may 
interfere  with  fertility  in 
men,  and  excessive  alcohol 
intake  in  pregnant  women 
can  affect  the  unbom  baby. 
Small  amounts  of  alcohol  are 
unlikely  to  cause  any  harm, 
so  a  couple  of  glasses  of 
wine  a  week  is  OK. 

Good  nutrition  is  a  must, 
so  all  women  (and  their 
partners)  should  eat  a  varied 
diet  with  a  wide  range  of 


foods,  and  lots  of  it  fresh. 

One  important  nutrient  is 
folic  acid,  which  helps  to 
ensure  that  the  baby's  spinal 
cord  and  brain  develops 
properly.  Failure  to  do  so 
causes  spina  bifida  and 
other  similar  conditions, 
collectively  known  as  neural 
tube  defects.  These  can 
cause  the  affected  baby  to 
suffer  from  a  wide  range  of 
physical  disabilities. 

Folic  acid  is  present  in 
green  leafy  vegetables  and 
broccoli,  and  in  some 
breakfast  cereals  and  bread. 


To  be  on  the  safe  side,  the 
Department  of  Health  now 
recommends  that  women 
should  begin  taking  400 
micrograms  of  folic  acid 
each  day  from  before 
pregnancy  and  continue  for 
the  first  1 2  weeks  of 
pregnancy,  (which  is  when 
the  spinal  cord  and  brain  art 
formed). 

Check  that  your  pharmaq 
stocks  folic  acid  tablets  such 
as  Preconceive,  Pregnacare 
or  Folic  Plus.  Try  to  make 
sure  that  you  have  plenty  of 
information  leaflets  about 
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Advice  for 

healthy 

pregnancies 

Do: 

Think  ahead  and  plan  your 

pregnancy 

Give  up  smoking 

Reduce  alcohol  intake 

Eat  a  good  diet,  with  plenty  of 

fresh  fruit  and  vegetables 

Have  frequent  dental  check-ups 

Encourage  your  partner  to  give 

up  smoking  as  far  ahead  as 

possible 

Have  regular  gentle  exercise 
Have  a  Rubella  check 
Ask  your  pharmacist  or  doctor 
before  taking  any  medicines 

Don'ts 

Don't  smoke 

Don't  drink  more  than  small 
amounts  of  alcohol 
Don't  put  on  too  much  weight 
Don't  eat  soft  or  blue-veined 
cheeses  or  pate 

Don't  eat  undercooked  meat  or 
eggs 

Don't  take  unnecessary 
■medicines 

Don't  eat  food  rich  in  vitamin  A 
such  as  liver,  or  take  vitamin  A 
supplements 


olic  acid  so  that  your 
customers  can  find  out  for 
hemselves  about  the  need 
o  eat  the  foods  containing 
his  important  nutrient  and 
o  supplement  this  with  folic 
icid  tablets.  You  could  keep 
copies  by  the  vitamin  section 
n  your  pharmacy  and 
inywhere  else  relevant  - 
naybe  by  the  baby  product 
ection  or  with  pregnancy 
ind  ovulation  tests  if  you 
ceep  these  on  open  display. 
You  can  also  reassure 
nums-to-be  that  taking  folic 
icid  tablets  is  a  good  thing  - 
ome  women  are  nervous 
ibout  taking  them  because 
hey  know  that  taking 
nedicines  can  be  harmful  to 
leveloping  babies  and  this 
an  be  confusing. 
One  vitamin  to  be  cautious 
bout  in  pregnancy  is 
Atamin  A.  While  all  diets 
hould  contain  a  small 
mount,  too  much  vitamin  A 
a  pregnancy  has  been 
ssociated  with  birth  defects, 
'regnant  women  should 
void  multivitamin  tablets 
nd  other  food  supplements 
ontaining  this  vitamin  (such 
s  fish  liver  oils)  and  should 
void  eating  liver  (which 
ontains  high  levels  of 
itamin  A). 

Danish  bugs 

's  important  to  avoid 
ertam  infections,  too.  These 
ays  most  females  have 
een  vaccinated  against 
German  Measles  (Rubella) 
t  school.  This  infectious 


disease;  is  not  particularly 
troublesome  to  the  sufferer 
but  can  cause  devastating 
effects  in  the  unborn  child 
resulting  in  blindness, 
deafness  or  mental 
disabilities.  Women 
planning  babies  should  have 
a  test  to  check  for  immunity. 
Any  pregnant  mum  who 
does  come  into  contact  with 
illness  and  is  unsure  of  her 
immunity  status  should 
consult  her  doctor. 

Another  infection  that  can 
cause  serious  damage  to  the 
developing  baby  can  be 
picked  up  from  the  family 
pet!  Cats  may  carry  parasite 
which  can  cause  a  condition 
known  as  toxoplasmosis. 
Infection  with  this  parasite  in 
pregnant  women  can  result 
in  miscarriage  or  stillbirth,  or 
birth  defects  affecting  sight 
and  the  brain.  Pregnant 
women  should  avoid 
handling  cat  waste  -  the  best 
advice  is  to  get  someone  else 
to  deal  with  the  cat  litter 
tray,  or  to  always  wear 
gloves  when  changing  it. 
Gardening  may  expose 
pregnant  women  to  infected 
cat  faeces,  so  it's  important 
to  always  wear  gardening 
gloves  while  doing  any 
gardening. 

During  pregnancy,  women 
should  avoid  an  infection 
known  as  listeriosis.  This  is 
very  rare  but  can  cause 
miscarriage  or  stillbirth.  It 
causes  flu-like  symptoms  in 
the  mother.  Listeriosis  can 
be  picked  up  from  soft 
cheeses  such  as  Brie,  blue- 
veined  cheeses  such  as 
Stilton,  and  from 
unpasteurised  milk  and 
pate. 

Another  definite  'must 
avoid'  is  uncooked  eggs  (so 
this  means  no  homemade 
chocolate  or  other  mousses) 
and  undercooked  poultry  or 
other  meats  to  avoid 
salmonella  infection. 

A  dose  of  medicine? 

Medicines  can  be  harmful  to 
the  developing  baby,  so 
women  taking  regular 
medication  should  talk  to 
their  pharmacist  or  doctor 
before  conceiving  to  check 
that  the  medicines  are  safe 
to  take  if  they  become 
pregnant.  While  pregnant, 
they  should  avoid  taking  any 
medicines  unless  il  is 
absolutely  necessary. 

Although  medicines 
manufacturers  must  provide 
extensive  safety  data  before 
products  are  granted 
licences,  no  drug  is  safe 
beyond  all  doubt  in  early 
pregnancy.  Any  medicine 
known  to  cause  serious 
effects  to  the  developing 
baby  would  not  be  permitted 
for  over  the  counter  sale,  but 


nevertheless,  greal  care 
should  be  taken  with  any 
medicines  used  by  pregnant 
women. 

Since  the  most  vulnerable 
time  is  during  the  lust  1  2 
weeks  of  pregnancy,  anyone 
who  is  thinking  ol  becommq 
pregnant  should  talk  to  then 
pharmacist  or  doctoi  before 
taking  any  medicines,  as 

dai  |e  could  occui  before 

she  even  knows  she  is 
pregnant. 

1  lore  are  some  points  to 
consider  when  you're 
working  on  the  medicine 
counter. 

•  Aspirin  and  ibuprofen 
should  be  avoided  in  the  last 
three  months  of  pregnancy. 
Paracetamol  is  the  pain 
killer  of  choice  where 
treatment  is  unavoidable. 
Over  the  counter  compound 
analgesics  containing 
codeine  should  be  avoided 
by  pregnant  women  -  in 
high  doses  tin  ■  \  i  an  alfei  I 
the  baby's  respiratory  system 
if  taken  in  the  last  three 
months. 

•  Cough  and  cold  remedies 
should  generally  be  avoided, 
although  Simple  Linctus  or 
Glycerine  Honey  and  Lemon 
are  not  thought  to  be 
associated  with  any 
problems  (but  give 
Glycerine  Honey  and  Lemon 
with  Ipecacuanha  a  miss). 
For  sore  throats,  soothing 
throat  lozenges  are 
generally  OK. 

•  Indigestion  and  heartburn 
occur  freguently  in 
pregnancy.  Most  OTC 
antacids  are  fine,  but  those 
that  contain  only  aluminium 
salts  should  be  avoided  as 
they  can  cause  constipation 
which  may  already  be  a 
problem  for  pregnant 
women!  Better  to  go  for 
products  which  contain 
magnesium  salts  or  a 
combination  of  magnesium 
and  aluminium  such  as 
Maalox.  The  newer  OTC 
indigestion  remedies  such  as 
the  H2  antagonists  are  not 
recommended  for  pregnant 
women. 

•  Iron  supplements  are  no 
longer  recommended 
routinely  during  pregnancy. 
So  despite  mother-in-law's 
advice  to  keep  taking  the 
iron,  mums-to-be  need  not 
self-medicate  with  iron 
preparations.  Blood  levels 
are  monitored  as  part  of 
antenatal  care.  Where  levels 
are  low,  iron  supplements 
will  be  prescribed. 

•  Thrush  can  be  a  problem 
for  some  pregnant  women. 
Manufacturers  do  not 
recommend  single  dose  oral 
products  for  the  treatment  of 
thrush  in  pregnant  women. 
Topical  preparations  such  as 
pessaries  can  be  used 


instead.  Although  these 
products  are  P  medicines, 
they  can't  be  sold  over  the 
countei  for  use  in  pregnancy, 
so  pregnant  sufferers  should 
be  referred  to  then  doctors 
oi  antenatal  clinics  foi  a 
prescription  or  othei  advice. 
•  Ideally,  pregnant  women 
should  avoid  travelling  to 

areas  ol  the  world  where 
malaria  is  a  problem 
I  lowever,  il  they  cannot 
avoid  going,  they  should  be 
advised  to  take  anti-malaria 
medication  as  the  risks  of 
malaria  outweigh  the  risks 
associated  with  the  drugs. 

( Ihloroquine  and  proguanil 
can  be  used  in  the  usual 
doses.  Pregnant  women 
taking  proguanil  should  also 
take  folate  supplements. 

Aromatherapy 

Some  women  find  using 
aromatherapy  products 
beneficial.  A  whole  range  ol 
complaints,  from  stretch 
marks  to  haemorrhoids 
(piles),  appear  to  improve! 
Books  such  as  "The  Fragrant 
Pharmacy'  contain  whole 
chapters  devoted  just  to 
pregnancy  so  it's  worth 
reading  up  on  this  il  you  are 
interested  in  this  approach. 
Manufacturers  of  the 
essential  oils  used  in 
aromatherapy  may  also  be 
able  to  provide  literature 
and  it's  important  to  check 
these  as  some  readily 
available  oils  are  not 
recommended  by 
aromatherapists  for  use  by 
pregnant  women. 

Finally... 

You  can  help  your  customers 
to  have  healthy  pregnancies 
by  making  sure  your 
pharmacy  provides  useful 
literature  and  advice  on 
lifestyle  and  medicines  use 
from  even  before  babies  are 
twinkles  in  their  fathers' 
eyes! 


How  you  can 
help  your 
customers 

•  Stock  leaflets  about  healthy 
pregnancies  (from  your  health 
promotion  units  or  the 
Pharmacy  Healthcare  Scheme) 

•  Stock  folic  acid 
supplements  and  leaflets 
about  folic  acid  in  pregnancy 

•  Encourage  pregnant 
customers  to  make  an 
appointment  with  their  doctors 
and  dentists  as  soon  as  they 
know  they  are  pregnant 

•  Encourage  them  always  to 
ask  about  medicines  during 
pregnancy  and  while  they  are 
breastfeeding 

•  Encourage  them  to  give  up 
smoking 
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Some  off  the  most  important  vitamins  we  require  for 
healthy  living  are  A,  Bs  and  C.  CHa  Thornton  reminds 
us  off  their  sources  and  uses 


As  easy  asM 


In  an  ideal  world,  we  would 
get  all  the  nutrients  we 
needed  from  our  diet. 
However,  there  are  many 
reasons  why  this  doesn't 
happen  and  where 
supplements  can  play  a  part. 

Knowing  what  to  take  or 
how  much  to  take  can  be 
bewildering  for  some  of  your 
customers.  You  can  help 
them  by  advising  on  the 
benefits,  the  recommended 
daily  intakes  and  natural 
sources  of  these  vitamins. 
They  may  not  always  realise 
that  exceeding  the 
recommended  dose  for  some 
vitamins  can  be  dangerous, 
so  you  can  alert  them  to  this. 

Vitamin  A 

Vitamin  A,  in  the  form  of 
retinol  or  beta  carotene,  is 
responsible  for  the  popular 
saying  'eating  carrots  will 
help  you  to  see  in  the  dark'. 
Carrots  are  one  source  of 
this  vitamin  which  we  need 
for  healthy  vision,  especially 
at  night.  We  also  need 
vitamin  A  for  growth,  strong 
teeth  and  bones,  and  for 
healthy  skin. 

Fat  soluble,  it  is  stored 
within  the  body  and  acts 
inside  cell  membranes.  Beta 
carotene  is  converted  to 
vitamin  A  in  the  small 
intestine.  Any  excess  is  then 
absorbed  and  circulated 
within  the  blood  stream. 

Vitamin  A  has  antioxidant 
action  against  free  radicals 
produced  as  a  by-product  of 
our  metabolism  or  over 
exposure  to  outside 
influences  such  as  smoking, 
pollution  and  alcohol.  Free 
radicals  can  be  involved  in 
chain  reactions  which  cause 
damage  to  vital  cell 
components.  The  correct 
balance  of  antioxidants  to 
oxidants  is  believed  to  have 
significance  to  the  ageing 
process  and  to  resisting 
infections. 

Intake:  As  vitamin  A  is 
stored  in  the  liver,  a  daiiy 
dose  is  not  necessary.  The 
reguired  amount  of  800 
micrograms  can  be  taken 
through  diet  or  supplements, 
three  or  four  times  a  week. 
Children  between  seven  and 
15  years  need  between  500 
and  600  micrograms  but 


pregnant  women  should 
avoid  vitamin  A  aitogether. 
This  is  because  exceeding 
the  recommended  dose  can 
be  toxic  and  has  been 
associated  with  birth  defects. 
Though  rare,  symptoms  of 
vitamin  A  toxicity  are  dry 


skin,  loss  of  appetite, 
vomiting,  headaches,  double 
vision  and  abdominal  pain. 

Convalescents  may  need 
more  vitamin  A  to  top  up 
levels  which  drop  due  to  the 
increased  metabolic  rate 
experienced  during  a  fever. 


On  the  other  hand  a 
government  survey  found 
that  adotescent  girls  were 
receiving  60  per  cent  less 
than  they  needed  of  this 
vitamin. 

Sources:  Vitamin  A  as 
retinol  is  found  in  animal 
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foods  such  <is  liver,  moat, 
oily  fish,  eggs,  milk,  butter 
and  cheese.  Beta  carotene  is 
found  in  all  orange,  red, 
green  and  yellow  fruit  and 
vegetables  -  for  instance, 
carrots,  spinach,  tomatoes 
and  apricots. 

Vitamin  B 

Vitamins  of  the  B  group  are 
classed  logethei  because 
they  are  lound  logethei  in 
many  different  foods.  The 
three  main  B  vitamins  are: 

Bl  ( thiamine) 

B2  (riboflavin) 
•  Niacin. 

They  work  together  to 
release  energy  from  foods 
and  also  aid  digestion. 
Sources:  Thiamine  is  found 
in  cereals  such  as  wheat  and 


rice,  but  up  to  three-quarters 
of  this  vitamin  is  lost  during 
processing.  Riboflavin  is 
found  largely  in  milk  and 
liver,  and  in  smaller  amounts 
in  a  whole  variety  of  foods. 
Meat  of  all  kinds  contains 
niacin. 

Intakes:  The  recommended 
daily  intake  for  the  B 
vitamins  are:  thiamin,  1 ,4mg; 
riboflavin  (B2)  1.6mg;  and 
niacin  18mg. 

Adolescents  can  easily  put 
themselves  at  risk  Irom  a 
deficiency  of  B2  while  on 
slimming  diets  and  because 
of  a  trend  lor  a  diet  low  in 
breakfast  cereals,  meat  and 
milk.  Those  on  the  pill 
may  also  need  more  as 
synthetic  hormones  affect 
the  absorption  of  this 
vitamin. 

Another  B  complex 
vitamin  is  B12  which  is 
involved  in  the  manufacture 
of  red  blood  cells  and 
preventing  anaemia,  and 
therefore  is  particularly 
important  for  pregnant 
women.  Vitamin  Bl 2  is  also 
significant  for  general  cell 
growth  and  maintenance. 
Sources:  B12  is  found  is  all 
animal  foods,  particularly 
liver  and  kidney. 

Strict  vegetarians  and 
vegans  run  the  risk  of  being 
deficient  in  this  vitamin 
since  it  is  not  found  in  plant 
sources.  Recommend  to 
them  foods  fortified  with  this 
vitamin  such  as  textured 
soya  protein,  yeast  extract 
(Marmite),  fortified  breakfast 
cereats  and  soya  milk. 
Intake:  The  recommended 
daily  amount  for  this  vitamin 
is  1.5  micrograms. 

Folic  acid  first 

'\nothei  IS  vitamin,  folic  acid, 
has  been  found  to  be 
important  just  before  and  in 
the  early  stages  of 
pregnancy  because  it  is 
needed  by  the  foetus  for  cell 
growth.  It  has  been  shown 
that  taking  an  increased 


amount  ol  folic  acid  when 
planning  a  pregnani  \  and 
during  the  first  12  weeks 
will  help  avoid  the  incidence 
of  a  neural  lube  delect 
suc  h  as  spina  bifida  in  the 
baby. 

Intake:  A  daily  supplement 
of  400  micrograms  is 
recommended  during 
pregnancy,  as  well  as  a 
folate  rich  diet. 

s:  Dietary  sources  ol 
folic  acid  include  liver, 
sprouts,  broccoli,  and 
fortified  bread  or  breakfast 
cereals. 

This  same  level  has  been 
recommended  to  reduce  the 
risk  of  heart  disease 
following  a  study  published 
in  the  Journal  of  the 
American  Medical 
Association  and  reported  in 
the  British  Medical  Journal 
in  February.  It  showed  that 
women  who  took  high  levels 
of  B  vitamins  substantially 
reduced  their  risk  of 
coronary  artery  disease. 

As  Vitamin  B  dissolves  in 
water  it  is  easily  lost  during 
washing  and  cooking  of 
vegetables  and  also  when 
vegetables  are  stored  at 
room  temperature. 

Vitamin  C 

Vitamin  C,  also  known  as 
ascorbic  acid  or  the  sunshine 
vitamin,  is  the  most 
important  antioxidant  with 
wide  ranging  benefits. 
Intake:  Although  the 
recommended  dosage  is 
60mg,  the  average  intake  is 
55mg  in  summer  when  its 
natural  source  of  fruit  is 
more  plentiful,  and  can  be  as 
low  as  lOmg  during  the 
winter.  Smokers  need  to 
increase  their  intake  by  at 
least  40  per  cent,  as  smoking 
increases  the  rate  at  which 
vitamin  C  is  destroyed  in  the 
body. 

Long  held  as  a  cure  or 
prevention  against  colds  and 
flu,  this  has  in  the  past 
caused  much  controversy. 


The  latest  nutritional  studies 
conies  out  in  favoui  ol  high 
daily  doses  (l.OOOmg)  ol 
vitamin  C  to  reduce  the 
duration  and  seventy  ol  tin, 
and  2,000mg  of  this  vitamin 
taken  every  foul  hours  il  you 
have  a  cold 

I  lowever,  customers  who 
wish  to  Like  these  high 
doses  should  be  warned  that 
side  effects  may  include 
diarrhoea,  nausea  and 
stomach  cramps,  which  can 
OCCU1  with  daily  doses  ol 
above  lg.  1  lowever,  there  is 
a  very  low  risk  ol  toxicity, 
even  at  these  high  doses.  As 
a  water  soluble  vitamin,  any 
vitamin  ( '  excess  to 
reguiroments  will  simply  be 
excreted  in  urine. 

Vitamin  C  travels  through 
the  body  in  just  four  hours, 
so  time  release  products  will 
allow  it  to  remain  in  the 
system  longer. 

Other  benefits  of  a  diet 
high  in  vitamin  C  are  that  it 
seems  to  help  reduce  the 
incidence  of  asthma, 
bronchitis,  emphysema  and 
cardio- vascular  disease. 
Vitamin  C  taken  in  the  long 
term,  over  ten  years,  has 
been  shown  to  reduce  the 
risk  of  cataracts  by  77  per 
cent,  as  it  saturates  the  eye 
tissue  and  fights  the  cellular 
damage  that  accumulates 
with  age. 

Taken  after  a  heavy  bout 
of  drinking,  vitamin  C  is  said 
to  help  reduce  symptoms  of 
a  hangover. 

Sources:  Oranges  and  other 
citrus  fruits  are  familiar 
sources  of  ascorbic  acid  but 
fruits  such  as  blackcurrants 
and  kiwi  fruits  also  supply 
plenty  of  vitamin  C.  Potatoes 
can  also  provide  a  large 
proportion  of  dietary  vitamin 
C  but  care  must  be  taken 
when  preparing  them  as  the 
vitamin  C  is  found  just 
below  the  skin  -  so  try 
eating  them  with  their  peel. 

So  make  a  start  and  get  to 
know  your  ABC. 


The  B6  debate 

Last  year's  government  proposals  to  restrict  the  free  sale  of  products  containing  higher  than  10  mg  of 
B6  (pyridoxine),  and  to  allow  11-49  mg  to  be  sold  on  pharmacist's  advice  only  and  higher  than  that 
only  on  prescription,  has  caused  a  storm  of  controversy.  The  reasoning  is  that  high  doses  of  this 
vitamin  may  lead  to  peripheral  nerve  damage,  the  symptoms  being  pins  and  needles  and  numbness. 

However,  the  move  has  been  opposed  by  hundreds  of  doctors,  scientists,  manufacturers  and 
consumer  groups.  In  February,  a  bottle  of  vitamin  B6  was  presented  to  every  MP  in  an  effort  to  bring 
attention  to  the  criticisms  aimed  at  the  restrictions  which  would  affect  the  3,000,000  people  who  take 
this  supplement  to  counteract  the  symptoms  of  PMS,  stress,  nausea  in  pregnancy  and  to  boost  energy 
and  general  wellbeing.  Although  the  recommended  daily  amount  is  as  low  as  1 .4mg,  the  most 
commonly  used  dosage  is  estimated  to  be  around  40-50mg. 

Advised  by  COT,  the  Committee  on  the  Toxicity  of  Chemicals  in  Food,  the  government  has  taken 
action  after  one  study  in  particular  revealed  problems  with  B6  at  low  doses.  Critics  of  the  action 
question  the  validity  of  that  study  and  claim  that  other  studies  have  shown  problems  only  at  the  much 
higher  levels  of  500mg  taken  daily  over  a  period  of  months  or  years. 

A  survey  revealed  that  most  users  would  continue  to  take  supplements  of  B6  despite  government 
advice.  The  consensus  of  opinion  seems  to  be  that  there  are  definitely  dangers  above  a  dose  of 
between  1-3g  but  levels  of  up  to  200mg  are  safe.  It  would  be  wise  to  warn  customers  of  the  dangers  of 
high  levels  of  B6. 

Sources:  Foods  rich  in  this  vitamin  are  meat,  nuts,  pulses,  bread,  bananas,  eggs  and  fish. 


>VER  THE  COUNTER  28  March  1998 


23 


Treating  colleagues  as  customers 

We  are  all  used  to  thinking  of  customers  as  the  public  who  come  to  us  for  the  goods, 
services  and  advice  we  supply.  Without  them  we  would  not  have  a  business,  but  as 
training  consultant  Diane  Bailey  explains  these  are  not  your  only  customers 


As  I've  said  in  early  articles, 
everything  which  happens 
in  your  pharmacy  has  an 
impact  on  the  quality  of 
service  you  offer  your 
customers.  The  level  of 
product  knowledge  you  and 
your  colleagues  have,  the 
quality  of  advice  you  offer, 
and  even  the  way  the 
pharmacy  is  laid  out  affect 
the  service  you  provide. 

Another  factor  which  has  a 
significant  impact  on  the 
quality  of  service  you 
provide  is  the  way  you  and 
your  colleagues  work 
together.  It  is  this  which, 
some  years  ago,  gave  rise  to 
the  concept  of  the  internal 
customer  and  the  internal 
service  chain. 

It  may  seem  strange  to 
think  of  colleagues  as 
customers,  but  it's  not  so 
strange  if  you  think  about 
how  your  work  affects  that 
of  other  people  and  how 
their  work  affects  you.  You 
can't  provide  high  quality 
customer  service  on  your 
own.  Everyone  has  to  work 
together  in  a  joint  effort. 

Customer  support 

The  traditional  organisation 
is  shaped  like  a  pyramid, 
built  on  a  base  of  customers. 
Staff  in  direct  contact  with 
customers  report  to 
managers  who,  in  turn, 
report  to  the  'boss'  or  the 
Board. 

The  newer  way  of  looking 
at  things  is  to  reverse  the 
pyramid,  with  customers  at 
the  top,  supported  by  front- 
line staff.  They,  in  turn  are 
supported  by  managers  who 
are  in  turn  supported  by  the 
Board  and/or  the  most  senior 
managers 

Reversing  the  pyramid  in 
this  way  is  easy  to  achieve  in 
a  diagram,  but  in  reality 


changing  the  way  people 
think  and  react  is  not  so 
easy.  The  reversed  pyramid, 
with  the  customer  at  the  top, 
represents  a  business  where 
processes,  procedures  and 
the  way  people  work  with 
one  another  are  designed  to 
make  customer  service 
better  rather  than  for  the 
convenience  of  the 
organisation. 

In  this  sort  of  organisation 
colleagues  see  ana  treat 
each  other  as  'customers' 
who  need  certain  'products' 
or  services  in  order  to  make 
sure  that  the  public,  the 
extemaf  customer,  gets  the 
best  possible  service. 

In  large  organisations  with 
lots  of  different  departments 
and  sites,  the  question  of  the 
internal  customer  is  taken  so 


The  traditional  organisation  is  shaped  like  a  pyramid 


The  boss 
and  the  board 


Managers 


Managers 


Board  &/or  the 
most  senior  managers 


seriously  that  formal 
aqreements  -  service  level 
agreements  -  are  drawn  up 
to  define  the  detail  of  the 
service  one  section  is 
expected  to  give  to  another. 
The  sort  of  detail  covered  in 
such  service  level 
agreements  could  include 
the  length  of  time  taken  to 
reply  to  internal  letters  or 
call-out  time  for  machine 
repairs. 

In  single  site  businesses  or 
those  with  only  a  few 
branches,  formal  written 
service  level  agreements  are 
not  really  necessary. 
However,  people  in  these 
smaller  businesses  stiil  need 
to  view  their  colleagues  as 
customers  who  need  and/or 
have  a  right  to  services  and 
support  if  the  external 
customer  is  to  receive  a 
really  good  service. 

Internal  service 

It  may  sound  obvious,  but  it 
is  surprising  how  often 
people  who  work  together 
do  not  think  about  the  effect 
they  have  on  each  other's 
work  and  its  quality  or  about 
how  it  all  affects  the  public. 
How  often  have  you  heard 
people  say,  or  even  said 
yourself,  such  things  as  "It's 
not  my  job"  or  "Why  should 


I  help  her/him?".  Statements 
like  this  may  seem  normal,  if 
not  pleasant,  but  when  you 
think  how  everyone's  work 
in  the  pharmacy  is  linked, 
such  attitudes  do  not  help 
either  the  people  you  work 
with,  or  the  quality  of  service 
you  are  giving  to  the  public. 

The  internal  customer 
chain  is  a  term  coined  to 
describe  how  the  work  of 
different  people  in  an 
organisation  links  together 
to  meet  the  needs  of  the 
customer.  For  exampfe,  in  a 
shop  unless  the  buyer  buys 
the  right  goods  and  the 
warehouse  delivers  them  at 
the  right  time,  there  is 
nothing  to  sell  to  the 
customer,  fn  a  pharmacy,  if 
the  person  who  understands 
the  computer  best  does  not 
respond  to  a  request  for  help 
from  a  less  experienced 
member  of  staff,  a  customer 
may  have  to  wait  for  their 
prescription. 

A  staff  member  who 
makes  a  special  request  to 
ensure  the  customer's  needs 
are  met  is  not  being 
unreasonable  -  they  are 
expecting  the  appropriate 
level  of  internal  customer 
service.  Their  request  is  not  I 
made  for  themselves,  but  in  : 
order  to  give  high  quality 
customer  service. 


Different  hats 

One  interesting  aspect  of 
internal  customer  service  is 
that  you  and  everyone  else 
get  to  wear  different  hats 
depending  on  what  is  going 
on.  One  moment  you'll  be  a 
customer  needing  support 
and  'service'  from  a 
colleague  in  order  to  met 
externat  customers'  needs. 
The  next  moment  you  could 
be  a  supplier,  making 
support  and  'service' 
available  to  a  colleague 
whose  turn  it  is  to  deal  with 
a  customer. 

For  example,  if  you  are 
serving  a  customer  who 
wants  a  product  which  is  out 
of  stock,  you  will  take  the 
order.  For  the  customer  to 
get  the  stock  item,  someone 
else  in  the  pharmacy  may 
need  to  pass  the  order  on  to 
the  whotesaler  or  supplier,  i 
Unless  you  and  your 
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Win  free  stock  in  Colgate 
Window  Challenge 


Brush  up  on  the  Colgate 
oral  ('are  range  and 
display  your  talents, 
and  you  could  win 
£2,500  worth  of  Colgate 
oral  care  products  (at  rsp),  or  one 
of  five  runners  up  prizes  of  100(1 
Air  Miles  plus  a  Colgate  Healthy 
Teeth  for  late  towelling  hath  robe 
for  every  winner  in  our  best 
dressed  window  compet  ition. 

Colgate  Oral  Pharmaceuticals, 
the  specialist  division  of  the 
leading  oral  care  company,  is 
inviting  OTC  readers  to  capitalise 
on  National  Smile  Week  (May  18  - 
24)  by  creating  a  window  display 
that  everybody  will  be  talking 
about.  Create  your  eye-catching 
Colgate  display  during  April,  May 
or  June,  and  register  your  entry 
by  sending  a  photograph  of  it  to 
the  address  below.  Keep  the 
display  for  one  month,  because 
mystery  shoppers  will  be  visiting 
entrants  to  select  a  winner. 

You  can  use  products  from  the 
Colgate  Oral  Pharmaceuticals 
range,  which  includes  a  selection 
of  specialist  mouthrinses,  as  well 
as  the  Colgate  range  of 
toothpastes,  brushes  and  Colgate 
Total  Plax,  the  mainstream 
mouthrinse,  for  your  display.  To 
help  you  to  make  an  impact,  you 
can  claim  a  free  Colgate 
merchandising  kit  like  the  one 
shown  (product  not  included)  in 
the  photograph  (subject  to 
availability)  by  calling  ()148:i 
464464. 

Colgate  is  committed  to 
educating  pharmacists  in  all 
aspects  of  oral  healt  h,  ensuring 
that  they  are  able  to  recognise 
and  treat  common  conditions,  and 
helping  them  to  talk 
knowledgably  to  customers, 
offering  reassurance  and  advice. 

The  company's  specialist  range 
includes:  Chlorohex  1200,  a 
clinically  proven  antibacterial 
oral  rinse  specially  formulated  for 
the  treatment  and  prevention  of 
halitosis;  Chlorohex  2000,  a  rinse 
also  available  on  prescription  that 
treats  and  prevents  gum  disease 
by  controlling  plaque;  and  the 
FluoriGard  range  of  rinses  and 


gels,  topical  fluoride  treatments 
that  help  prevent  tooth  decay  and 
fillings.  The  range  has  recently 
expanded  with  the  introduction  of 
Colgate  Peroxyl,  a  clinically 
proven  antiseptic  oral  cleanser 
that  offers  a  first  aid  treatment 
for  common  oral  irritations. 

The  Colgate  range  of 
toothbrushes  and  toothpaste 
includes  the  Colgate  Sensation 
paste  and  brush  range,  and 
Colgate  Total,  t  he  all-in-one  paste 
offering  long-lasting  protection. 
Both  are  currently  on  TV  in 
national  advertising  campaigns  as 
part  of  a  SI!)  million  support 
package  for  the  Colgate  oral  care 
portfolio  in  1998. 

To  register  your  entry,  send  a 


photograph  of  your  display  with 
your  name,  title,  address  and 
telephone  number  on  the  reverse, 
to:  Clare  Baker,  Bryant  .Jackson 
Communications,  81  Barwell 
Business  Park,  Lealherhead  Road. 
Chessington,  Surrey  KT9  2NY. 
Closing  date  for  entries  is  July  31, 
1998. 

Conditions  of  entry: 

This  competition  is  open  to 
pharmacists  only;  the  closing  date 
for  entries  is  July  :S1  1998.  Entries 
received  after  this  date  will  not 
be  valid;  the  display  must  stay  in 
situ  for  one  month  from  date  of 
entry;  the  winner  will  be  the  entry 
deemed  to  be  the  most  creative 
display  of  Colgate  products;  the 
judges'  decision  is  final;  no 
correspondence  will  be  entered 


into;  there  will  be  one  prize  of 
Colgate  products  to  the  value  of 
£2,500  at  rsp,  and  five  runners-up 
prizes  of  1000  Air  Miles  vouchers; 
there  will  be  no  cash  alternative; 
the  winner  and  runners-up  will  be 
notified  by  post  by  August  31, 
1998;  a  list  of  winners  may  be 
obtained  by  sending  an  sae  to  the 
entry  address  after  the  closing 
date;  entries  will  not  be  returned. 

Further  product  information  is 
available  on  request  from  Colgate 
Oral  Pharmaceuticals,  Guildford 
Business  Park,  Middleton  Road, 
Guildford,  Surrey  GU2  5LX.  Tel:  0148:) 
464464.  E-mail:  interneticolpal.com! 


Product  information: 

Colgate  FluoriGard  Gel-Ham.  Active  ingredient;  Gel  containing  0.4%  Stannous  fluoride  Main  indication:  Clinically  proven  to  prevent  caries  and  stop  early  decay  Licence  status:  P  PL  0049/0028.  Licence  holder  I  lolgate 
Palmolive  (UK)  Ltd,  Guildford,  Surrey  GU2  5LZ.  Colgate  FluoriGard  Daily.  Active  ingredient-Rinse  containing  0  05%  Sodium  Fluoride  Main  indication:  Aid  in  the  prevention  of  dental  canes  and  decalcification.  To  treat  and 
arrest  active  surface  caries  in  enamel  and  dentine  Licence  status:  GSL  -  PL  0049/0012  Licence  holder  Colgate-Palmolive  (UK)  Ltd,  Guildford,  Surrey  GU2  5LZ  Colgate  Chlorohex  2000.  Active  ingredient  Rinse  containing 
0.2%  t  hlorhexidine  Gluconate  Main  indication:  Aid  in  the  treatment  and  prevention  of  gingivitis  and  maintenance  of  oral  hygiene  It  is  also  useful  in  the  treatment  of  common  mouth  ulcers,  denture  stomatitis,  oral  thrush 
(candidiasis).  PL  0049/0034.  Licence  holder  Colgate-Palmolive  (UK)  Ltd,  Guildford,  Surrey  GU2  5LZ.  Colgate  Chlorohex  1200.  Active  ingredient  Rinse  containing  0.12%  Chlorhexidine  Gluconate 
Main  indication:  Prevention  and  treatment  of  halitosis  and  gingivitis.  Reduction  of  plaque  and  maintenance  of  oral  hygiene  Licence  states:  GSL  -  PL  0049/0035  Licence  holder:  Colgate-Palmolive  (UK)  Ltd.  Guildford  mot.  , 
GU2  RLZ.  Colgate  Peroxyl.  Active  ingredient:  Hydrogen  Peroxide  1.5%.  Licence  states:  GSL  -  PL  0049/0038.  Licence  holder  Colgate-Palmolive  (UK)  Ltd,  Guildford,  Surrey  GU2  SLZColgate  Total  toothpaste.  Active 
ingredients:  Triclosan  0  :100%,  Sodium  Fluoride  EP  0.32%.  licence  states:  GSL  -  PL  0049/0030  Licence  holder  Colgate-Palmolive  (UK)  Ltd.  Guildford,  Surrey  GU2  5LZ. 
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colleague  work  as  an 
effective  internal  customer  - 
supplier  chain,  the  stock 
item  may  not  be  delivered 
on  time  and  the  customer 
could  be  disappointed  or 
inconvenienced.  One  way  of 
representing  the  links  in  the 
internal  customer  service 
chain  is  the  figure  below. 

Everyone  benefits 

Regarding  colleagues  as 
customers  may  seem 
strange,  but  organisations 
where  people  are  treated  as 
internal  customers  have 
found  many  advantages. 
These  include: 

•  consistent  high  guality 
service  for  customers 

•  more  efficient  working  of 
procedures  and  systems 

•  rapid  identification  of 
where  procedures  need  to 
be  improved  or  changed 

•  smaller  numbers  of  delays 

•  reduced  wastage  and  lost 
time 


and  complaints 

•  better  working 
atmosphere 

•  decreased  wastage 

•  better  team  understanding 
of  the  pharmacy's  objectives 

•  greater  customer 
satisfaction. 

What  you  can  do 

The  efficient  running  of  your 
pharmacy  and  the 
satisfaction  of  your  extemaf 
customers  depends  on  a  free 
flow  of  information  and 
work.  It  reguires  everyone  to: 

•  behave  courteously 

•  know  where  their  job  fits  in 

•  know  the  rights  and 
responsibilities  of  internal 
customers  and  suppliers 

•  meet  recognised 
standards 

•  liaise  effectively  with 
colleagues 

•  operate  procedures  and 
systems  effectively 

•  work  as  a  team  member 

•  be  willing  to  give  that 
little  extra  for  customer 


•  better  job  satisfaction  and 
working  relationships. 

High  levels  of  internal 
customer  service  would 
mean  advantages  not  just  lor 
your  pharmacy  but  also  for 
you  and  your  colleagues. 
You  will  all  benefit  from: 
®  less  stress 
®  greater  co-operation 
&  better  appreciation  of  your 
skills  and  talents  (by  your 
colleagues  and  boss) 
%  greater  job  satisfaction 

•  better  internal 
communication. 

Your  pharmacist  will  enjoy 
all  those  benefits  but  shoufd 
also  benefit  from: 

•  better  teamwork  among 
staff 

•  fewer  internal  problems 


One  way  to  become  really 
good  at  internal  customer 
service  is  to  be  clear  about 
the  contribution  your  work 
makes  to  your  pharmacy,  the 
work  of  your  colleagues  and 
overall  standards  of 
customer  service. 

It  can  be  useful  to  think 
about  your  colleagues  as 
individual  customers  and  to 
ask  yourself: 

•  What  could/should  you  do 
as  an  internal  supplier  to 
help  them  work  more 
effectively? 

•  What  problems  do 
you/can  you  cause  for 
colleagues  by  your  own 
working  habits  eg  promises 
made  and  not  kept? 

•  Do  you  treat  all  colleagues 


egually  because  their  needs 
relate  to  providing  excellent 
customer  service,  or  do  you 
have  favourites? 

•  Do  you  respond  willingly 
to  special  reguests  which 
will  improve  customer 
service  or  do  you  use 
excuses  such  as  "That's  your 
job,  I'm  busy"  etc? 

•  Do  you  use  the  same 
standards  of  communication 
skills  like  guestioning  and 
listening  with  colleagues  as 
you  do  with  customers? 

•  Do  you  make  sure  you 
understand  exactly  what 
colleagues  need  of  you? 

•  Do  you  deal  effectively 
and  efficiently  with  all 
paperwork  and  records  on 
which  colleagues  depend? 

•  Do  you  take  your  fair 
share  of  the  less  pleasant  or 
boring  jobs  which  crop  up? 

•  Do  you  value  your 
colleagues  for  what  they  can 
do  well  rather  than  blame 
them  for  what  they  are  not 
so  good  at? 

•  Do  you  really  contribute  to 
teamwork? 

You  are  an  internal 
customer  yourself  and  as 
such  will  have  needs  and 
wants.  Do  you  discuss  these 
honestly  with  your 
colleagues,  or  do  you  expect 
them  to  be  mind  readers  and 
then  whinge  when  they  are 
not? 

Rights 

fnternal  customer  service 
confers  rights  and 
responsibilities  on  everyone 
in  the  chain.  You  may  like  to 
consider  these  lists: 
As  an  internal  customer  you 
have  the  right  to: 

•  be  treated  with  courtesy 
and  respect 

•  receive  the 
information/support/ 
standards  you  reguire 

•  be  trusted 

•  express  views  and 
opinions  (provided  these  are 
not  personal,  vindictive,  etc) 

•  contribute  to  decisions 
affecting  one's  own  work 

•  ask  for  help,  and  get  it 

•  refuse  demands  which  are 
unreasonable 

•  be  treated  fairly  and 
without  prejudice 

•  make  mistakes 

•  care  about  external 
customers 

•  focus  on  objectives  and 
avoid  distractions. 

Your  rights  as  an  internal 
supplier  include  the  right 
to: 

•  consideration  and 
courtesy  from  internal 
customers 

•  sufficient  warning  on 
unexpected  or  extra 
demands 

•  clearly  defined  customer 
expectations 

•  agreed  standards 


•  honest  feedback  on 
performance 

•  refuse  unreasonable 
demands 

•  realistic  timescales. 

Responsibilities 

Your  responsibilities  as  an 
internal  customer  include 
the  need  to: 

•  treat  internal  suppliers 
with  courtesy  and  respect 

•  provide  sufficient 
information  and  feedback  to 
enable  internal  suppliers  to 
provide  the  service  you  need 

•  clarify  your 

expectations/needs  precisely 

•  discuss  problems  and 
shortfalls  in  service  frankly 

•  concentrate  on  finding 
solutions  to  problems  rather 
than  finding  someone  to 
blame 

•  make  reasonable  and 
realistic  demands. 

Your  responsibilities  as  an 
internal  supplier  include  the 
need  to: 

•  be  approachable  and 
responsive 

•  believe  in  goodwill  of 
colleagues 

•  give  due  consideration  to 
the  views  and  opinions  of 
colleagues 

•  share  decision  making 
where  this  affects  other 
people's  work 

•  provide  help  as  and  when 
this  is  reguested 

•  avoid  making  promises 
you  cannot  keep 

•  treat  colleagues  fairly  and 
without  prejudice 

•  learn  from  one's  mistakes, 
and  to  do  it  right  the  next 
time 

•  be  flexible  in  providing 
support 

•  work  to  reguired 
standards. 

In  conclusion 

Thinking  and  working  in 
terms  of  internal  customers 
and  suppliers  has 
advantages  for  you,  your 
colleagues,  the  pharmacy 
and  of  course  your  external 
customers.  One  way  to  start 
would  be  to  get  together 
with  your  colleagues  and 
talk  about  the  ideas  in  this 
article. 

A  further  step  would  be  to 
ask  one  another  these  four 
guestions  and  answer  them 
honestly.  The  answers  will 
point  your  way  to  the  next 
stage: 

•  What  am  I  giving  you  that 
you  need/want? 

•  What  do  you  need  that  I 
am  not  providing? 

•  What  am  I  giving  you  that 
you  do  not  need? 

•  What  am  I  doing  that 
irritates  or  inconveniences 
you? 

Diane  Bailey  runs  Diane 
Bailey  Associates,  a  training 
consultancy  in  Rochdale 
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'Latest  cure  for  cancer',  'prevent  heart  disease'.  We've  all  seen  the  headlines  which  tout  a 
vitamin  or  mineral  as  the  answer  to  all  our  medical  problems,  but  you  won't  see  these 
claims  in  advertising  or  on  packaging.  Marianne  Mac  Donald,  the  Proprietary 
Association  of  Great  Britain's  Advertising  Services  Manager,  explains  why 

Staking  a  claim 


that  time  ot  year  again, 
when  your  New  Year 
resolution  to  change  to  a 
healthy  diet  has  bitten  the 
dust.  It's  back  to  the  usual 
wo  Kit-Kats  washed  down 
with  six  cups  ot  coffee  (if 
you're  lucky,  some  days  the 
pharmacy's  just  too  busy  to 
ven  manage  that!). 
But  this  year  it's  going  to 
.be  different,  this  year  you're 
going  to  take  some 
upplements  to  make  sure 
vim  gel  all  the  null  lents  that 
ire  supposed  to  help 
arevent  cancer,  heart 
lisease,  arthritis, 
osteoporosis  and  sort  out 
/our  pre-menstrual  tension. 

Trouble  is,  you're  looking 
it  row  after  row  ot  products 


on  the  shelves  and  none  ot 
the  packs  seem  to  sa^  that 
they  do  all  the  things  you've 
heard  about.  Instead,  they 
say  things  like  'helps 
maintain  a  healthy  heart  and 
circulation',  'helps  maintain 
hormone  balance'  -  what 
exactly  do  they  mean?  It 
people  take  them  for 
preventing  disease,  then 
why  can't  it  say  that  on 
pack? 

Legal  limitations 

We  need  to  go  back  to  basics 
and  have  a  clear  idea  of 
what  a  supplement  is.  A 
food  supplement  is  for 
healthy  people  who  do  not 
suffer  from  any  disease.  It 
contains  ingredients  which 


would  normally  be  present 
m  the  diet  and  it  helps 
ensure  you  gel  the 
ingredients  present  m  a 
normal  balanced  diet.  In 
short,  food  supplements 
contain  ingredients  which 
ensure  the  maintenance  of 
an  already  healthy  state. 

So  the  answer  to  our 
question  as  to  why  there  are 
no  disease  prevention  claims 
on  the  pack  is  simple  II  a 
lood  supplement  is  aimed  al 
healthy  people,  then  it 
cannot  claim  to  treat  or 
prevent  disease.  This  stance 
is  backed  by  law. 

A  food  supplement  is 
prevented  by  UK  law  (the 
Food  Labelling  Act)  and  by 
European  legislation  (the 
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Health  vs 
medicinal  claims 

Some  pointers  which  will  help 
you  decide  if  a  claim  falls  into 
the  medicinal  camp  rather 
than  the  health  maintenance 
camp  are: 

•  naming  a  disease,  such  as 
heart  disease  or  osteoporosis 
-well,  would  a  healthy  person 
have  these  complaints? 

•  if  it  contains  an  ingredient 
which  corrects  or  modifies 
physiological  function 

•  using  certain  words  that  are 
commonly  used  in  the 
medicines  world -for 
example,  'prevents',  'treats', 
'heals',  'restores',  'symptoms' 
and  'relieves' 


European  Directive  on  what 
is  a  medicine)  from  implying 
that  it  restores,  modifies  or 
corrects  the  body's  functions. 
These  bodily  functions 
would  be  altered  if  a  food 
supplement  prevented  or 
treated  a  disease. 

That  all  sounds  simple 
enough  -  the  confusion 
usually  arises  in  telling  the 
difference  between  a 
medicinal  claim  (which  is 
not  allowed  for  unlicensed 
food  supplements)  and  a 
health  maintenance  claim 
(which  is  permitted).  Even  at 
PAGB,  where  advertising 
claims  are  handled  day  in 
and  day  out,  it  can  become 
confusing.  It  may  be  easier 
to  look  at  some  examples 
(see  box  on  p28). 

Licensing  issues 

Don't  make  the  mistake  of 
thinking  that  a  company 
which  makes  a  health 
maintenance  claim  rather 
than  a  medicinal  claim 
doesn't  need  any  evidence. 
Fortunately  for  the  consumer 
this  is  not  the  case. 

PAGB  member  companies, 
such  as  Seven  Seas,  Roche, 
Vitabiotics  and  Whitehall, 
still  have  to  submit  evidence 
to  support  their  health 
maintenance  claims.  PAGB 
is  unigue  in  the  UK  as  the 
only  organisation  which  has 

Continued  on  p28  >» 
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GET  READY 
TO  BE  RUSHED 
OFF  YOUR  FEET 


Health  Vs  medicinal  claims 

Medicinal  claim  Maintenance  claim 

Prevents  heart  disease    Helps  maintain  a 
healthy  heart 

Prevent  osteoporosis      Helps  maintain  strong 
bones 

Treats  pre-menstrual      Helps  maintain 
tension  hormone  balance 

Treats  arthritis  Helps  maintain  supple 

and  flexible  joints 


Ingredient 
Cod  liver  oil 

Calcium 

Evening  primrose  oil 
Cod  liver  oil 


m 

Quiet  Life 


\ 


To  relieve  periods  of 
WORRY,  IRRITABILITY, 
STRESSES  and  STRAINS. 
Promotes  NATURAL  SLEEP 
A  traditional  herbal  remedy 


Here's  a  great  new  opportunity  to  cash  in  on  one 
of  the  nation's  most  successful  herbal  stress  remedies. 
There's  £200,000  being  put  behind  the  Lanes  Quiet  Life 
"GET  AWAY  FROM  IT  ALL"  campaign,  in  an  impactful 
four  month  advertising  burst.  0m 
Life  for  pharmacists  will  never        ^K^KKSLr  Ouicl 
be  quiet  again! 
Stock  up  now  through  the 
Lanes  Sales  Force 

01452  507458 

or  your  local  wholesaler 


H3& 

Quiet  Life 


Life 


Always  read  the  label 


SCIENCE  FROM  NATURE 
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a  guideline  on  acceptable 
health  maintenance  claims. 
These  are  based  on 
scientifically  accepted  data, 
often  taken  from 
government  reports. 

Any  new  claims  which  are 
not  on  this  guideline  need  to 
have  evidence  relating  to 
how  the  product  would  be 
taken.  For  example,  if  a 
company  wanted  to  claim 
that  an  ingredient  helped 
maintain  healthy  skin  but 
the  evidence  they  submitted 
supported  the  claim  only  in  a 
dosage  ten  times  what  the 
consumer  is  advised  to  take, 
then  the  PAGB  could  not 
accept  the  claim. 

Of  course,  if  a  company 
has  to  do  lots  of  research  just 
to  support  a  health 
maintenance  claim,  then 
surely  it  would  be  just  as 
easy  to  do  research  to 
license  the  product  as  a 
medicine  so  they  could 
make  a  medicinal  claim? 

The  answer  is  yes  and  no. 
It  would  take  a  lot  longer  to 
do  the  research  to  make  a 
medicinal  claim  like  'helps 
prevent  heart  disease'.  You 
would  need  to  carry  out  very 
large  trials  with  people 
taking  supplements  for 
many  years  before  you  could 
see  if  it  had  any  effect  on 
preventing  heart  attacks. 
Also,  even  if  these  trials 
were  done,  the  medicines 
law  doesn't  allow  over  the 
counter  medicines  to  be 
advertised  for  certain 
medical  conditions,  such  as 
heart  disease  or 
osteoporosis! 

The  assistant's  role 

So  what  should  you,  as  a 
pharmacy  assistant,  tell  your 
customers  when  they  ask 
your  advice  about  a  suitable 
food  supplement? 

PAGB  advice  is  to  stick  to 
what  it  says  on  the 
packaging.  For  PAGB 
member  companies,  the 
claims  made  on  pack  have 
been  through  the  PAGB 
approval  process  so  they 
comply  with  our  guidelines  - 
they  are  fully  supported  and 


are  not  medicinal.  PAGB 
also  approves  all  member 
company  advertising,  so  that 
the  claims  are  in  line  with 
those  allowed  on  the 
packaging. 

Not  all  food  supplement 
companies  are  in  PAGB 
membership,  some  are 
members  of  the  Health  Food 
Manufacturers'  Association, 
which  also  approves 
packaging  and  advertising. 

There  are  other  companies 
who  don't  belong  to  either 
organisation  and  these  are 
often  the  companies  who 
make  claims  that  are 
medicinal  or  that  cannot  be 
supported.  Fortunately,  the 
government's  Medicines 
Control  Agency  can  take 
action  against  companies 
which  make  medicinal 
claims. 

In  addition,  the 
Advertising  Standards 
Authority  handles 
complaints  on  advertising 
claims  that  are  medicinal  or 
that  cannot  be  supported. 
The  ASA,  when  it  upholds  a 
complaint  on  these  grounds, 
advises  the  press  not  to 
accept  advertising  for  these 
claims. 

Best  advice 

If  you  do  want  to  give  your 
customers  advice  on 
preventing  disease,  the  best 
guidance  you  can  give  them 
is  all  the  health  tips  they 
have  heard  before  -  and 
probably  don't  want  to  hear!. 
Most  of  these  customers 
want  one  magic  pill  that  will 
do  all  the  work  for  them. 
Sadly,  that  pill  hasn't  yet 
been  invented,  so  the  best  , 
advice  is  to  not  smoke,  take 
exercise,  eat  a  balanced  diet 
with  food  supplements  as  a 
nutritional  safeguard  for  the 
times  when  coffee  and 
chocolate  feature  more  than 
fruit  and  vegetables. 

Of  course,  if  a  company 
came  up  with  a  chocolate  ba 
loaded  with  all  the  vitamins 
and  minerals  you  need,  with 
the  side  effect  of  making  yoi 
think  exercise  was  enjoyabli 
...  what  a  wonderful  world  it 
would  be! 
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Caring  for 
indigestion 

lornton  &  Ross  is 

unching  the  first 
)wn-label  alginate- 

jsed  heartbui  n  liquid 
is  part  of  its  Care 

nge. 

Care  Heartburn  and 
ndigestion  Liquid  is 
ndicated  for  fast, 
ffective  and  long- 
asting  relief  from  the 
>ain  and  discomfort  of 
leartburn  and  acid 
ndigestion. 

Each  5ml  of  the 
niseed-flavoured 
iquid  contains  250mg 
if  sodium  alginate. 

he  200ml  pack  retails 
t  £3.25. 

In  addition  a  new 
onsumer  leaflet, 

opmq  Willi  (InH'sllX  (■ 

psets  -  a  guide  for 
ou  and  your  family'  is 
vailable  only  from 
harmacies.  The 
aflet  includes 
(formation  about 
are  Heartburn  and 
idigestion  Liguid  and 
ther  products  in  the 
are  digestive 
3medies  range 
s  well  as  advice  on 
lanaging 

eartburn,  indigestion 
nd  other 
isturbances. 

Thornton  &  Ross  is 
iso  looking  for  the 
are  Pharmacy 
ssistant  of  1998.  A 
>ose  insert  in  this 
sue  of  OTC  has 
etails  on  how  to  take 
art  and  the  second  set 

questions.  See  page 
for  the  first  winner  of 
ie  series. 

hornton  &  Ross  Ltd. 
01484  842217. 


Ralgex  gets 
topical 

Ralgex  Ibuproten  Gel 
is  the  latest  topical 
analgesic  to  hit  the 
shelves. 

Ralgex  Gel  contains 
lbuprofen  5  per  cent 
and  comes  in  30g 
tubes  retailing  at 
£3.65.  The  gel  carries  a 
GSL  licence. 

Television 
advertising  is 
supporting  the  brand 
and  Seton  Healthcare 
representatives  will  be 
detailing  promotional 
deals. 

Seton  Healthcare 

Group  pic. 

Tel:  0161  654  3000. 

Full  Marks  for 

water-based 

formula 

Seton  Healthcare  has 
launched  a  new 
treatment  for  head 
lice. 

Full  Marks  Liguid  is 
a  water-based 
formulation  with 
phenothrin  as  its  active 
ingredient. 

Until  recently,  only 
alcohol-based  products 
have  been  available 
for  recommendation 
when  pyrethroids  are 
on  rotational  policy  - 


phenothrin  is  a 
pyrethroid. 

Its  water-based 
formulation  makes  Full 
marks  particularly 
suitable  for  young 
children  and  those 
who  have  sensitive 
skin  or  asthma. 

Full  marks  Liquid  is 
available  in  two  sizes; 
50ml  at  £3.59  and 
200ml  at  £8.99. 
Seton  Healthcare 
Group  pic. 
Tel:  0161  652  2222. 

Philips'  two-in- 
one  hair  removal 

Philips  is  introducing  a 
total  depilation  system 
with  two  of  its 
products  in  one  pack. 

Available  from  April, 
the  new  set  comprises 
the  Philips  Ladyshave 
Wet  &  Dry  HP  2710 
battery  shaver  and  the 
Philips  Sensitive  mains 
epilator  HP  6414.  The 
Sensitive  epilator 
features  a  pain 
reduction  system  and 
has  a  90  day  money- 
back  guarantee.  The 
Wet  &  Dry  model  is 
styled  to  co-ordinate. 

The  two  models  are 
presented  in  an 
attractive  pouch, 
retailing  at  £54.99. 
Philips  Domestic 
Appliances  and 
Personal  Care. 
Tel:  0181  689  2166. 


Hitting  hay  fever 
on  the  nose 

Unichem  is  launching 
lis  own-brand  nasal 
spray  tor  hay  fever,  in 
April.  Unichem  Nasal 
Spray  toi  I  lay  level 
(200  doses,  £5.29) 
contains  0.05  per  cent 
beclomethasone 
dipropionate, 

All  orders  placed 
before  the  end  of  May 
will  receive  an 
introductory  15  per 
cent  discount  off  the 
quoted  trade  price. 
Unichem  pic. 
Tel:  0181  391  2323. 


Cuprofen  in  gel 
form 

Cuprofen  Gel  contains 
5  per  cent  ibuprofen 
and  is  indicated  for  the 
relief  of  rheumatic 
pain  and  the  treatment 
of  muscular  aches  and 
pains. 

It  is  available  in  30g 
and  50g  tubes  retailmq 
at  £3.19  and  £4.49 
respectively. 
Seton  Healthcare 
Group  pic. 
Tel:  0161  654  3000. 


Warner  Lambert 
tackle  allergies 

Benadryl,  the  oral 
antihistamine  product, 
is  the  latest  POM  to  P 
switch  from  Warner 
Lambert.  The  active 
ingredient  acrivastine 
is  the  fastest  acting, 
non-sedating 
antihistamine 
available  over  the 
counter,  promising 
relief  within  1.5 
minutes  and  a  duration 
of  eight  hours. 

Acrivastine  has  no 
clinically  significant 
side  effects  or  drug 
interactions  and  has 
the  lowest  potential  for 
adverse  effects 
compared  to  all  non- 
sedating 
antihistamines. 

Benadryl  is  available 
in  capsule  format 
(acrivastine  8mg)  in 
packs  of  12  or  24, 
priced  at  £3.99  or  £6.99 
respectively.  It  can  be 
used  to  treat  hay  fever, 
dust  allergy,  pet 
allergy  and  skin 
allergies. 

Beconase  Hayfever 
is  being  relaunched  as 
beconase  Allergy  as  its 
indications  have  been 
extended  to  include 
'the  treatment  and 
prevention  of  all 
airborne  allergies'. 
New  packaging  and 
support  material 
highlight  the  new 
indications  for  the 
product. 

Beconase  Allergy, 
100  spray  or  180  spray 
packs,  retailing  at 
£5.49  and  £8.29 
respectively,  will  be 
gradually"  phased  in. 
Warner  Lambert 
Consumer  Healthcare. 
Tel  01703  641400. 
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Sheen-free  sun 
protection 

Sunsense  Daily  face 
SPF  30  (75g,  £8.95)is 
the  first  tinted  titanium 
dioxide  sunscreen 
which  eliminates  the 
white  sheen  commonly 
associated  with  this 
type  of  product. 

Offering  protection 
against  UVA  and  UVB, 
the  cream  also  has 
active  moisturisers.  It 
does  not  contain  PABA 
derivatives  or  lanolin 
so  it  can  be  used  on 
sensitive  skin.  The  oil- 
free,  matte  formulation 
is  designed  to  be  worn 
under  make-up  and  is 
especially  suitable  for 
combination  and  acne 
prone  skin  types. 
Carter  Wallace. 
Tel:  01303  850661. 

Clean  sweep  for 
Biore  strips 

The  Andrew  Jergens 
Company  is  widening 
the  distribution  of  its 
Biore  Pore  Perfect 
Cleansing  Strips  to 
pharmacies. 

Launched 
exclusively  in  Boots 
last  October,  the 
cleansing  strips  are 
designed  to  clean 
clogged  pores  and 
blackheads. 

Designed  to  'lock' 
onto  the  nose,  the 
strips  are  activated  by 


water  -  pulling  out 
dirt,  impurities  and 
blackheads  from  pores 
and  leaving  skin  clean 
when  peeled  away. 

They  must  only  be 
used  on  the  nose  and 
should  not  be  used 
more  often  than  once 
every  three  days. 

Retail  price  is  £7.50 
for  six  strips. 
Food  Brokers  Ltd. 
Tel:  01705  219900. 

Sporting  chance 
with  Malibu 

Malibu  Health 
Products  is  launching 
Cooling  Sports  Gel 
into  its  Malibu  sun 
care  range. 

Aimed  at  sports  men 
and  women,  the  gel  is 
designed  to  help 
combine  an  active 
lifestyle  with  the  need 
for  adeguate  sun 
protection.  Formulated 
to  be  sweatproof  and 
waterproof,  the 
product  offers 
protection  from  UVA 
and  UVB  rays.  It  is 
available  in  SPF8 
(100ml,  £2.99)  and 
SPF  15  (100ml,  £3.99). 

The  range  also 
includes  two  new 
factors  of  Malibu  Dry 
Oil  Spray  -  SPF4 
(200ml,  £3.49)  and 
SPF  15  (200ml,  £4.99). 
Suitable  for  all  over 
body  use,  the  spray 
comes  in  a  pump 
dispenser.  It  is  non- 
greasy,  making  it 
suitable  for  protecting 
the  bald  patches. 
Malibu  Health 
Products  Ltd. 
Tel:  0181  579  6060. 

Kanga  hops  into 
UK  sun  care 
market 

Linco  Impex  is 
launching  a  new  clear 
gel  sun  care  range  in 
the  UK.  Kanga  Gel 
was  developed  in 
Australia  and  is 
designed  to  appeal  to 
young  adults. 

It  is  formulated  to  be 
cooling  and  easily 
absorbed  into  the  skin, 
without  clogging 
pores.  The  products 
contain  aloe  vera  and 
have  a  mango 
fragrance. 

The  range  includes 
SPF  10,  20  and  30  (all 
UVA  3  star)  plus  an 
aftersun  gel.  Retail 
prices  range  from 
£0.99  to  £8.99 
Linco  Impex. 
Tel:  0161  777  9229. 


Smooth  and 
solid  Soft  & 
Gentle 

Colgate-Palmolive  has 
relaunched  its  Soft  & 
Gentle  Smooth  Solid 
antiperspirant  stick. 

The  product  now 
features  rounded 
surfaces  to  make  it 
easier  to  apply.  A 
redesigned  dial  at  the 
pack  base  helps  to 
control  the  application, 
avoiding  mess  and 
wastage. 

The  updated  pack  is 
slightly  taller  than  its 
predecessor.  A  'new 
comfort  top'  flash  on 
the  lid  highlights  the 
enhanced  product 
benefits. 

Retailing  at  £1.89 
(45g),  the  product 
comes  in  three  variants 
-  Lights,  After  House 
and  Coral. 
Colgate-Palmolive 
(UK)  Ltd. 

Tel:  01483  302222. 

Extra  moisture 
for  Johnson's 
pH5.5 

Johnson's  pH5.5  has 
expanded  its  facial 
care  range  to  include 
seven  new 
moisturisers. 

Healthy  Difference 
Cream  (30ml,  £6.99) 
contains  retinol  to 
boost  natural  skm 
renewal  and  improve 
skin  tone  and  texture. 
Triple  Effect  Day 
Cream,  Moisturising 
Fluid  and  Sensitive 
Skin  Cream  (£5.99 
each  for  50ml)  all 
contain  UVA  and  UVB 
filters  and  vitamin  E  to 
protect  the  skin  and 
help  fight  skin 
damage. 

Skin  Balancing 
Moisturiser  (50ml, 
£5.99)  contains  vitamin 
E  and  elubiol  for 
combination  skin.  The 
elubiol  controls  oily 
shine  to  give  skin  a 


matt  effect.  Intensive 
Replenishing  Cream 
(50ml,  £5.99)  is  for  dry 
skin  and  contains 
bisabolol  to  calm 
sensitive  skin. 

Eye  Contour  Cream 
(lOOg,  £3.99)  helps 
soften  fine  lines. 
Johnson  &  Johnson 
Ltd. 

Tel:  01628  822222. 

Maximum  hold 
that  feels  good 

The  new  Organics 
styling  range  promises 
lasting  hold  without 
the  stiffness  and 
stickiness  traditionally 
associated  with  styling 
products. 

Unlike  traditional 
hairsprays  which  coat 
the  entire  hair, 
Organics  Hairspray 
with  Clearhold 
technology  holds  each 
hair  individually  which 
leaves  the  hair  soft  to 
touch  without 
compromising  on  hold. 

Lightly  scented  and 
easy  to  brush  out,  the 
new  hairspray  is 
available  in  three 
variants:  Normal  Hold, 
Firm  Hold  and 
Maximum  Hold 
(250ml,  £2.49). 
Maximum  and  Firm 
Hold  are  also  available 
in  a  handbag  sized  can 
(75ml),  retailing  at 
£1.49.  For  customers 
who  prefer  non- 


aerosol  sprays,  the 
product  is  also 
available  as  a  150ml 
pump  pack  in 
Maximum  Hold 
(£2.49). 

The  Elida  Hair 
fnstitute  in  Paris  has 
developed  a  new  type 
of  conditioning  agent 
for  mousses  which 
works  with  the  styling 
resin  rather  than 
against  it  -  the  end 
result  is  firm  hold  with 
a  natural  feel.  New 
Organics  Mousse  is 
available  in  Firm 
Control  and  Maximum 
Control  (150ml,  £2.49). 

Organics  Styling  Gel 
is  a  lightly  scented 
clear  gel  available  in 
Maximum  Hold 
(150ml,  £2.49) 
Elida  Faberge. 
Tel:  0181  481  6000. 

High 

performance 
Ambre  Solaire 

Ambre  Solaire 
Sunburn  Relief  Balm 
(100ml,  £5.49)  for 
overexposed  skin  is  a 
'glacial'  blue  gel  which 
contains  Alpha 
Bisabolol,  a  soothing 
agent  to  help  ease  the 
burning  sensation 
associated  with 
sunburn  and  reduces 
the  redness,  as  well  as 
vitamin  E  and 
moisturising  agents. 

Ambre  Solaire 
Aftersun  Moisturising  I 
Oil  (200ml  spray  pump 
pack,  £6.49)  is  a  gently 
perfumed  'dry-oil' 
which  leaves  the  skin  I 
feeling  'satin  smooth 
and  supple'.  It  is 
formulated  with  active 
natural  extracts  of 
sesame  oil  and 
safflower  to  soothe  anc 
soften  the  skin,  Alpha 
Bisabolol  to  soothe  the 
skin,  and  Vitamin  E  to 
help  prevent  the  signs 
of  premature  ageing. 
Laboratoires  Gamier. 
Tel:  0171  937  5454. 
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New  bottle  of 

bubbly 

Palmolive 

Colgate-Palmolive  is 
targeting  women  who 
are  interested  in  skin 
toning  and  hydration 
with  its  new  bath 
foam. 

Palmolive  Hydrating 
Foam  Bath  with 
Moisture  Reservoirs  is 
a  blue  gel  enriched 
with  marine  extract, 
sea  minerals  and 
conditioning  oils. 

The  product  is 
ormulated  to  leave  the 
;kin  toned,  hyd rated 
and  soft. 

Containing  visible 
moisture'  bubbles,  it  is 
presented  in  a  clear 
'500ml  bottle  which 
jretails  at  £2.49 
Colgate-Palmolive 
(UK)  Ltd. 

Tel:  01483  302222. 


"oty  gets 
Dersonal  with 
unshimmer 

bty  has  relaunched 
unshimmer  and 
idded  two  new  seli- 
anning  products  to 
he  range. 
The  new  additions 
e  Sunshimmer 
'ersonal  Colour  Self 
anning  Body  Lotion 
100mC£5.25)  and 
;ace  Cream  (50ml, 
14.25).  Each  comes  in 
Sronze  Tan  and 
j olden  Tan  colours. 
The  two  new  wear- 
ff  formulations 
ontain  liposomes  to 
elp  stabilise  the 
anning  agent  and 
five  better  coloration 
f  the  skin.  The 
roducts  also  give  SPF 
protection. 
In  addition,  the 
ntire  Sunshimmer 
ange  has  been 
packaged,  and  easy 
3  follow  instructions 
ave  been  added, 
oty  (UK)  Ltd. 
el:  01233  625  076. 


Zen  and  the 
sense  of  smell 

Zen  is  the  Idlest 
fragrance  in  the 
Impulse  body  spray 
range 

The  fragrance  has 
been  created  by  New 
York  fragrance  guru 
Ann  (  lollheb  who  also 
developed  Impulsi •  [-1 ) 
and  (32.  Described  as  a 
textured  floral,  the 
fragrance  has  crisp 
cucumber  and  floral 
notes  balanced  by  a 
woody  background  ot 
sandalwood  and  musk. 

Presented  in  a  soft 
blue  and  green,  a  75ml 
can  retails  at  £2.09. 
Elida  Faberge. 
Tel:  0181  481  6000. 

Cool  move  for 
Philips  and 
Beiersdorf 

Philips  has  joined 
forces  with  Beiersdorf 
to  develop  Philishave 
Cool  Skin,  a  new 
shaver  which 
dispenses  Nivea  for 
Men  moisturising 
emulsion  at  the  press 
of  a  button. 

It  features  three 
Philishave  Reflex 
Action  'life  and  cut' 
rotary  shaving  heads 
which  combine  with 
the  emulsion.  The 
system  is  designed  to 
provide  the  closeness 
of  a  wet-shave 
experience  without  the 
risk  of  nicks  and  cuts. 

The  shaver  can  be 
recharged  in  eight 
hours  to  provide  up  to 
55  minutes  of  cordless 
shaving. 

Retail  price  is  £99.99 
including  a  starter 
pack  of  five  Nivea  for 
Men  sachets  which 
each  contain  enough 
emulsion  for  up  to  10 
shaves.  Refill  sachet 
packs  will  retail  at 
around  £3.99  tor  five. 
Philips  Domestic 
Appliances  and 
Personal  Care. 
Tel:  0181  689  2166. 


Clear  the  decks 
for  a  new  crew 

Sara  Lee  is  launching 
four  new  characters  in 
its  Matey  children's 
bubble  bath  range, 
which  is  celebrating  its 
40th  birthday. 

Continuing  the 
brand's  nautical 
theme,  the  new 
variants  are  Sailor, 
Mermaid,  Pirate  and 
Polly  the  Parrot.  An 
improved  bottie  shape 
helps  to  bring  the 
characters  to  life, 
making  them  more 
appealing  to  children. 

The  new  bubble 
bath  has  a  new  gentler 
formulation,  which  is 
designed  lo  be  kind  lo 
sensitive  skins.  Retail 
price  is  £1.79  (500ml). 
Sara  Lee  UK  Ltd. 
Household  &  Body 
Care. 

Tel:  01753  523971. 

Testing  time  for 
Roc  suncare 

Johnson  &  Johnson 
will  be  launching  a 
new  Roc  sun  care 
range  in  May. 

The  Sante  Soleil 
range  has  been 
developed  using  the 
company's  new  P53 
product  efficacy  test 
for  sunscreen  products. 

The  test  is  an 
indicator  of  long-term, 
irreparable  skin  cell 
damage  which  is 
invisible  to  the  naked 
eye. 

P53  is  the  protein  in 
skin  cells  which  is 
usually  present  at  very 
low  levels.  When  skin 
cells  sustain  damage 
from  overexposure  to 
the  sun,  the  P53  levels 
in  the  skin  rise 
dramatically.  Roc 
claims  that  tests  on  its 
new  range  prove  that 
the  products  keep  P53 
levels  low  after  sun 
exposure. 

The  range  is 


formulated  with  three 
filters  -  titanium 
dioxide,  methoxy- 
cinnamate  and 
dibenzoylmethane. 
The  products  also 
include  ginkgo  biloba 
and  vitamin  E  to 
neutralise  most  of  the 
free  radicals, 
generated  by  sun 
exposure 

The  range  comprises 
five  sunscreens,  an 
aftersun  lotion  and  a 
self  tanning  cream. 
Retail  prices  range 
from  £4.95  to  £9.95. 
Johnson  &  Johnson 
Ltd. 

Tel:  01628  822222. 

Close  shave  for 
the  ladies 

Philips  has  launched  a 
new  style  of  ladies 
shaver  with  its  wet  and 
diy  Ladyshave  &  Care 
range. 

The  four  models  are 
designed  to  be  used  in 
conjunction  with  a 
moisturising  balm 
containing  aloe  vera 
and  provitamin  B5,  to 
leave  the  skin  supple. 
This  allows  the  razor  to 
glide  closely  over  the 
skin  giving  a  guicker 

Jlid  bettel  shave 

Two  of  the  models 
include  an  opti-shave 
system  with  two 
interchangeable  foils  - 
a  blue  foil  for 
underarms  and  bikini 
line  and  a  silver  foil  for 
legs.  All  the  models 
have  a  pop-up  trimmer 
and  can  be  used  wet  in 
the  bath/shower  or 
dry. 

The  range  includes 
two  rechargeable 
models  (£39.99, 
£44.99),  and  two 
battery  models 
(£29.99,  £34.99).  Refill 
bottles  of  the  balm  will 
retail  at  £3.99. 
Philips  Domestic 
Appliances  and 
Personal  Care. 
Tel:  0181  689  2166. 


Aromatherapy 
first'  for 
Crabtree  & 
Evelyn 

(  'rabtroe  &  Evelyn 
plans  to  enter  the 
aromatherapy  market 
for  the  first  time  with 
ils  Aromathology 
i  ollei  tion. 

Available  m  May,  the 
range  comprises  over 
50  products,  in<  luding 
essentia]  oils,  ready-for 
use  essential  oil 
blends,  showei  gels, 
body  lotions,  massage 
oils,  and  hath  oils. 

Retail  prices  tor 
essential  oils  range 
from  £6.95  to  £10.50. 
Bath  and  body 
products  cost  from 
£10.00  for  shower  gels 
(250ml),  to  £14.50  for 
body  lotions  (250ml). 
Crabtree  &  Evelyn. 
Tel:  (1171  (.03  1611. 

Taylor-made 
bathing  beauties 

Fine  Fragrances  & 
<  'osmelii  s  is  Id n n i  hmg 
aromatherapy  bath 
and  body  products  in 
its  Taylor  of  London 
range 

Designed  to 
stimulate  the  senses, 
Sensual  Aromatherapy 
comprises  three 
variants  of  Bath  & 
Shower  Gel  and  Body 
&  Massage  Lotion. 

Distinctive  coloured 
glass  bottles  reflect  the 
Iherapeutu  gualit}  oi 
each  blend  -  purple  for 
Liberation  (relaxing), 
orange  for  Exhilaration 
(exhilarating)  and 
green  for  Inspiration 
(uplifting).  All 
products  retail  at  £6.95 
for  200ml. 
Fine  Fragrances  & 
Cosmetics  Ltd. 
Tel:  0181  979  8156. 
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Loperamide  hits 
the  GSL  shelves 


Diah-Limit  has 
become  the  first  brand 
of  loperamide  to  be 
available  as  a  General 
Sales  List  item  since  its 
switch  last  September. 

Made  by  Wallis 
Laboratory,  Diah-Limit 
contains  loperamide 
2mg  in  GSL  packs  of  6 
capsules  retailing  at 
£2.49 

The  launch  is  being 
supported  by  a  PR 
package  and  a 
national  press 
campaign  which  kicks 
off  on  April  6.  Titles 
targeted  include  the 
Daily  Mail,  The  Sun 
and  the  Daily  Express. 

Wallis  Laboratory 
expects  GSL 
loperamide  to 
stimulate  the  anti- 
diarrhoeal  market 
which  is  currently 
valued  at  £16  million. 
The  Wallis  Laboratory. 
Tel:  01582  413614. 


Prize  freeze  on 
Valupak  EPO 

BR  Pharmaceuticals 
has  pledged  to  hold 
the  retail  price  of  its 
Valupak  range  of 
evening  primrose  oil 
range  until  December. 

The  announcement 
was  in  response  to 
forecasts  of  a  three- 
fold rise  in  the  price  of 
evening  primrose  oil 
following  a  poor 
harvest  in  China  -  the 
main  supplier. 

The  Valupak  range 
consists  of  30  capsule 
(£0.99),  90  capsule 
(£2.49),  180  capsule 
(£4.49)  and  365 


capsule  (£8.49)  packs 
of  500mg  capsules. 

The  recommended 
dose  is  one  capsule 
daily. 

BR  Pharmaceuticals 
Ltd. 

Tel:  0113  256  5836. 

New  Huggies 
offer  a  breath  of 
fresh  air 

Kimberly-Clark  has 
introduced  new 
technology  into  its 
disposable  nappy 
range,  with  the  launch 
of  Huggies  Air  Dry 
Nappies. 

The  nappies  feature 
a  'breathable'  nappy 
outer  cover,  which  is 
developed  to  allow  air 
molecules  and  water 
vapour  to  pass 
through,  but  to  block 
the  passage  of  urine. 
They  also  have  a 
'rapid  dry'  layer  which 
draws  liguid  away 
from  a  baby's  skin. 

Variants  for  boys  and 
girls  are  available,  to 
meet  their  different 
performance  needs. 

Retail  prices  are 
£4.99  for  Newborn  (28) 
and  £6.35  for  Mini 
(50),  Midi  (40),  Maxi 
(35),  Maxi  Plus  (32) 
and  Junior  (30). 

Air  Dry  will  replace 
the  existing  Huggies 
nappies  which  will 
gradually  be  phased 
out. 

Kimberly-Clark  Ltd. 
Tel:  01622  616  000. 

Marmite  is 
Farley's  new 
mate 

HJ  Heinz  is  joining 
forces  with  the 
traditional  Marmite 
brand  to  launch  the 
first  savoury  rusk  in  its 
Farley's  range. 

Farley's  Savoury 
Marmite  Rusks  are 
designed  to  provide 
mums  with  a  savoury 
alternative  to  the 
existing  variants. 

The  company  says  it 
has  chosen  Marmite 
because  it  is  known  for 
"its  wholesome 
goodness  and 
distinctive  taste,  as 
well  as  providing  an 
excellent  source  of 
nutrition" . 

The  product  has 
added  essential 
vitamins  and  minerals 
for  babies. 

A  150g  pack  retails 
at  £1.09: 

HJ  Heinz  Co  Ltd. 
Tel:  0181  848  2256. 


New  look  Nytol 

Stafford-Miller  is 
giving  Nytol  a  new 
look  and  a  £3.5  million 
promotional  push. 

Nytol's  easy-to- 
swallow  caplet 
formulation  has  been 
extended  to  Nytol 
One-A-Night.  Both 
lines  have  also  been 
repacked  into  blister 
strips  and  now  come  in 
bright  new  packaging. 

New  look  Nytol 
One-A-Night  will  be 
available  immediately, 
while  the  relaunched 
standard  Nytol  is 
expected  to  follow  in 
the  next  month  or  two. 
Stafford-Miller  Ltd. 
Tel:  01707  331001. 

Halo  effect  for 
Panadol 

Smithkline  Beecham  is 
relaunching  its 
Panadol  analgesic 
range,  with  a  more 
modern  look. 

New  packaging  for 
the  brand's  four 
variants  will  be  phased 
in  during  March  and 
April. 

It  has  been  designed 
to  provide  clearer 
differentiation 
between  Panadol, 
Panadol  Extra, 
Panadol  Night  and 
Panadol  Ultra. 

The  packs  are 
embossed  to  add  a 
premium  guality  to  the 
range,  and  a  new 
silver  pack  has  been 
introduced  for  the 
Ultra  vanant. 

The  packaging 


focuses  on  the  brand 
proposition  'strong  on 
pain,  gentle  on  you'.  It 
features  an  updated 
version  of  the  Panadol 
roundel  with  a  halo  to 
signify  strength  and  a 
ripple  effect  to  denote 
gentleness. 

The  relaunch  will  be 
supported  by  a  TV  and 
promotional  package. 
Smithkline  Beecham 
Consumer  Healthcare. 
Tel:  0181  560  5151. 

Galpamol 
suspension  in 
GSL  sachets 


Galpamol  has  become 
the  first  paediatric 
paracetamol 
suspension  to  be 
available  GSL  thanks 
to  its  single  dose 
sachet  presentation. 

Galpharm  has 
introduced  the  5ml 
sachets  -  each 
containing  120mg 
paracetamol  in  a 
sugar-free  suspension 
-  as  an  alternative  to 
the  multi-dose  bottle 
format  which  carries  a 
Pharmacy  licence. 
Galpamol  will  be 
available  in  both 
pharmacy  and  grocery. 

Each  box  of 
Galpamol  contains  ten 
5ml  sachets  and  retails 
at  £2.49.  A  double- 
ended  spoon  is  also 
enclosed. 

Galpharm  is 


planning  a  PR  and 
advertising  campaign 
in  mother  and  baby 
publications. 
Galpharm 
International  Ltd. 
Tel:  01226  779911. 

Tackle  cuts  and 
bruises  with 
Bumps  'n  Falls 

French  company 
Dermamend,  part  of 
the  Laboratoires 
Carilene  group,  is 
launching  a  cream 
formulated  especially 
for  toddlers'  and 


childrens'  cuts  and 
bruises. 

Bumps  'n  Falls  is 
formulated  to  ease 
pain  and  reduce 
swelling.  It  has  an 
apple  fragrance  and 
includes 
benzalkonium  chloride 
to  help  protect  against 
Retail  price  is  £3.25  for 
an  80ml  tube. 
Dermamend. 
Tel:  01235  851899. 

Soothing  news 
from  Griptight 

Lewis  Woolf  Griptight 
has  launched  two  new 
soothers  -  Niteglow 
and  Orthodontic. 

Niteglow  soothers 
feature  pearlescent 
shields  and  glowing 
plugs  so  they  can 
easily  be  seen  in  the 
dark. 

The  Orthodontic 
soothers  have  a 
specially  shaped 
pearlescent  shield  ancj 
a  latex  orthodontic  tea 
designed  to  resemble 
mother's  nipple  during 
breastfeeding  to 
provide  extra  comfort 
for  babies. 

Both  products  retail 
at  £0.99  and  carry  the 
BSI  Kitemark. 
Lewis  Woolf  Griptigh 
Ltd. 

Tel:  01386  553386. 
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Out  of  this 
world  collection 
from  Leichner 

Leichner  is  launching 
ts  Solar  System  Colour 
Collection  -  a  galaxy 
)t  glittering 
iearlescent  shades  for 
pring  and  summer. 
Leichner's  Solar 
ystem's  Lipsticks 
ome  in  four  shades: 
Vleteorite  Pink;  Planet 
lac;  Solar  Gold  and 
vloonbeam  -  a  true 

bblegum  pink, 
formally  retailing  at 

,25,  they  are 
vailable  at  a  special 
roductory  price  of 
25. 

To  complement  the 
[lossy  and 

noisturising  lipsticks 
eichner's  is 
atroducing  four  new 
jhades  to  its  Nail  Gloss 
ange  -  each  one  shot 
arough  with  silver 
ecks.  Normally 
tailing  at  £2.75,  the 
ail  gloss  is  on  offer  for 
introductory  price 
£1.95. 
letwork  Health  & 
eauty. 

el:  01252  533349 

mmac 

nnovations  for 
)8 

eckitt  &  Colman  aims 
'  grow  the  depilatory 
larket  to  £24  million 

1998  with  further 
inovations  for  its 
nmac  portfolio. 
Immac  Sensitive 
nderarm  Stick  (£3.99) 
as  been  developed  in 
■sponse  to  consumer 
smand  for  a  product 
iat  can  be  used  to 
'move  hair  from  the 
mietimes  awkward 
aderarm  area. 
Twisting  the  bottom 
the  stick  forces  the 
earn  upwards  and 
ltwards  where  it  can 
5  applied  to  the 


underarm  m  one  clean 
sweep.  Each  stick 
contains  sufficient 
cream  tor  eight 
applications. 

Immac  has  returned 
to  the  hair  lightening 
market  with  its  Hair 
Lightening  kit, 
retailing  at  £5.99.  It 
consists  of  an 
activating  agent 
(30ml),  a  lightening 
agent  (60ml)  and  a 
mixing  shell. 

Lemon  fragranced 
Immac  products  are 
been  discontinued  and 
replaced  with  a  new 
Fresh  Fragrance. 
Reckitt  &  Colman 
Products. 

Tel:  01482  326151. 

Scholl  takes  foot 
care  forward 

Scholl  continues  to 
build  on  its  success  in 
the  foot  care  market 
with  the  introduction 
of  a  range  of  new 
products  available 
from  May. 

Polymer  Gel, 
developed  by  Scholl,  is 
a  new  cushioning 
material  which  is  said 
to  be  a  'scientific  leap 
from  traditional  foam 
and  felt'.  The  clear, 
malleable  material 
provides  optimum 
cushioning,  as  well  as 
discretion,  and  it  is 


hoped  will  appeal  to 
younger  users. 

Scholl  Polymer  Gel 
Corn  Cushions  (six, 
£3.45)  mould  to  the 
shape  of  Ihe  foot  for 
improved  cushioning. 
The  Polymer  Gel  Corn 
Removal  Pads  (six, 
£3.95)  also  feature 
Scholl's  unique 
medicated  disc  system. 

The  Polymer  Gel  has 
also  been  incorporated 
into  Scholl  Gel  Soles 
(£6.99),  which  provide 
shock  absorption  for 
the  heel,  knees  and 
ankles.  The  insoles  are 
available  in  men's  or 
women's  sizes  with  an 
absorbent  top  cloth  to 
keep  the  feet  dry  and 
comfortable. 

Another  innovative 
insole  product  from 
Scholl  is  its  Antifungal 
Insoles  (£3.59)  which 
attack  the  fungi  that 
cause  athlete's  foot  as 
well  as  killing  the 
bacteria  that  cause  foot 
odour. 

Cracked  heels  are  a 
painful  condition 
which  can  now  be 
treated  with  new 
Scholl  Cracked  Heel 
Cream  (25g,  £2.49) 
which  is  said  to  soothe 
and  promote  healing. 
Scholl  Consumer 
Products  Ltd. 
Tel:  01582  482929. 

Get  your  shades 
for  Miners  nails 

Miners  Cosmetics  is 
launching  12  new 
shades  in  its  nail  polish 
range  for  summer. 

Miners  Extreme  Nail 
Polish  (£1.75)  features 
bright  holiday  shades 
like  sunshine  yellow, 
azure  blue  and  a  deep 
fuchsia  red.  The 
collection  also  includes 
three  shades  of 
lavender  and  a  two- 
tone  pearly  cream. 
Miners  International 
Ltd. 

Tel:  01264  350379. 


Fashionable 
filing 

Harleguin  emery 
boards  are  fun,  six 
colour,  zig-zag 
patterned  boards  from 
Paul  Murray.  Made 
using  long-lasting 
aluminium  oxide,  they 
are  designed  with  a 
plastic  spine  for 
rigidity  and  foam 
laminate  for  handling 
comfort. 

The  boards  are 
presented  on 
individually  blister- 
packed  cards  (£1.49) 

New  in  the  same 
range  are  bright  nickel 
plated  tweezers,  called 
T2.  They  feature 
precision  ground 
oblique  and  straight 
tips  and  a  special 
linger  grip  for 
enhanced  comfort  and 
ease  of  use. 

The  tweezers  are 
sold  on  a  traditional 
tent  card  displaying  24 
( 1 4  with  oblique  ends 
and  10  with  straight 
ends)  or  on 
individually  blister- 
packed  cards.  Retail 
price  is  £1.95. 
Paul  Murray  pic. 
Tel:  01703  268444. 

Country  Colors 
to  dye  for 

Schwarzkopf  &  Henkel 
Cosmetics  has 
launched  a  new  tone 
on  tone  hair  colorant 
range. 

Already  available  in 
18  other  countries,  the 
Country  Colors  range 
comprises  14  shades. 
Lasting  for  up  to  24 
washes,  the  product 
covers  up  to  50  per 
cent  of  grey  hair  with 
no  visible  root 
regrowth. 

The  ammonia-free 
formulation  includes 
beeswax  to  give  shiny, 
healthy  looking  hair, 


and  wheat  protein  to 
help  strengthen  the 
hair  structure  during 
the  colouring  process. 

Designed  to  be  easy- 
to-use,  the  product  has 
a  non  drip  formulation. 
Retail  price  is  £4.99 
Schwarzkopf  &  Henkel 
Cosmetics. 
Tel:  01296  314000. 

Fenton 
relaunches 
Delph  suncare 

Delph  Advanced 
I  ormula  Sinn  are 
preparations  are  being 
relaunched  by  Fenton 
Pharmaceuticals. 

New  in  the  range  is 
a  high  protection 
Children's  Sun  Lotion 
SPF  30  and  a  Sun  Oil 
SPF  2.  Delph  Tanning 
&  Moisturising  Sun 
Lotion  now  comes  in 
eight  SPFs  including 
new  additions  SPF  25 
and  30.  The  lotions  are 
water-resistant  and 
enriched  with  vitamin 
E,  UVA/UVB  filters 
and  moisturisers.  The 
medium  to  high  factors 
contain  infrared  filters 

to  help  stop  skill 

overheating  which  can 
intensify  UVB  effects. 

Retail  prices  range 
from  £2.99  to  £9.99.  A 
free  bottle  of  After  Sun 
is  being  given  away 
with  every  purchase. 
Fenton 

Pharmaceuticals. 
Tel:  0171  224  1388. 
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Added  value 
from  Eucerin 

Beiersdorf  has 
introduced  a  new, 
added  value  200ml 
size  of  Eucerin  5  per 
cent  urea  cream  for 
dry  skin  sufferers. 

The  new  200ml  tub 
retails  at  £10.99. 

All  products  in  the 
Eucerin  range  contain 
urea  -  a  natural 
moisturising  factor, 
which  binds  in 
moisture  and  is  found 
in  healthy  skin. 

The  grading  system 
of  3  per  cent,  5  per 
cent  and  10  per  cent 
urea  concentrations  is 
designed  to  provide 
relief  to  all  dry  skin 
sufferers.  The  higher 
concentration  is 
suitable  for  extremely 
diy  skin,  while  the 
lower  concentration  is 
suitable  for  mild  diy 
skin  conditions. 
Dendron  Ltd. 
Tel:  01923  205720. 

Lyprinol 
mussels  in  on 
joint  care 

Lyprinol  is  a  new 
patented  extract  of 
New  Zealand  green 
lipped  mussel 
formulated  for  joint 
care. 

The  extract  is  very 
rich  in  omega-3  fatty 
acids,  a  component 
which  has  been  shown 
to  have  anti-arthritic 
properties.  The  use  of 
these  fatty  acids, 
however,  has  been 
limited  by  the  large 
doses  needed  to 
produce  an  effect. 

Lyprinol,  on  the 
other  hand,  is  a  highly 
concentrated  marine 
oil,  which  has  been 
stabilised  in  olive  oil.  It 
is  claimed  to  be  at 
least  200  times  more 
potent  than  green 
lipped  mussel  powder, 


fish  oils  and  evening 
primrose  oil. 

Each  capsule 
contains  Lyprinol  lipids 
(eicosatetraenoic  acid) 
50mg,  olive  oil  lOOmg 
and  vitamin  E  0.3mg. 
The  initial  dose  is  two 
capsules  twice  a  day 
for  the  first  three  to  six 
weeks,  after  which  the 
dose  can  be  reduced  to 
one  to  two  capsules 
daily,  for  ongoing  joint 
care.  The  product 
needs  to  be  taken  for 
at  least  eight  to  12 
weeks. 

Nutraceuticals  plans 
to  apply  for  a  licence 
for  Lyprinol  in  the 
future. 

Lyprinol  (50 
capsules)  costs  £21.95. 
Nutraceuticals  Ltd. 
Tel:  0115  9483515. 

£lm  support  for 
Johnson's  Baby 
hat  trick 

Johnson's  Baby  is 
supporting  its  triple 
award  win  at  the  1997 
Mother  &  Baby 
Awards  with  a  £1 
million  advertising 
campaign. 

Johnson's  Baby 
Breatheasy  Bath  won  a 
Gold  Award  in  the 
'Best  skincare  product' 
category  for  the 
second  consecutive 
year.  Johnson's  Baby 
Skincare  Cloth  Wipes 
won  a  Gold  Award  in 
the  'Best  Wipes' 
category  and 
Johnson's  Baby  Nappy 
Cream  won  a  Silver 
Award  in  the  'Best 
Nappy  Cream' 
category. 

Johnson's  Baby  now 
plans  to  publicise 
these  awards  to  a  wide 
consumer  audience 
with  press  advertising 
in  key  parenting  titles 
and  TV  advertising. 

The  awards  are 
intended  to  reward  the 
best  baby  products  in 
the  market. 

Johnson  &  Johnson  Ltd. 
Tel:  01628  822222. 


Safe  &  Sound 
make  sense 

Paul  Murray  is 
introducing  a  new 
guardsock  to  its  Safe  & 
Sound  range. 

Designed  for 
protection  against 
verrucae  and  other 
foot  infections,  the 
guardsock  is  for 
wearing  in  wet 
environments  such  as 
swimming  pools. 

The  product  comes 
in  five  sizes  -  extra 
small,  small,  medium, 
large  and  extra  large, 
all  retailing  at  £3.75. 

It  features  a  slip- 
resistant  sole  and  a 
contoured  shape  for 
added  comfort. 
Paul  Murray  pic. 
Tel:  01703  268444. 


to  target  the  one  in 
three  women  who 
suffer  from  stress 
incontinence  and  who 
rely  on  sanitary  towels 
-  a  market  estimated  to 
be  worth  up  to  £60m. 
First  Quality 
International. 
Tel:  01753  705123. 


NASA  know 
how  for  Prevail 

Prevail  is  a  new  range 
of  incontinence  pads 
for  women,  which  uses 
the  same  technology 
as  the  pads  made  for 
NASA  astronauts. 

Each  individually 
wrapped  pad  is 
contoured  and  has 
elastic  gathers  for 
improved  comfort  and 
fit. 

The  Prevail  range 
includes  day-time 
pads  in  three 
absorbencies  and 
super  absorbency 
guards  for  night-time 
use.  All  packs  retail  at 
£4.99. 

The  company  plans 


Gerard  House's 
clearer  message 

Gerard  House  is 
relaunching  its  herbal 
remedies  and  essential 
oils  to  convey  their 
uses  more  clearly. 

The  herbal  range 
now  has  colour-coded 
packaging  relating  to 
use  in  the  eight  body 
systems  such  as 
digestive,  nervous  or 
hormonal.  Unlicensed 
products,  which 
cannot  carry  claims, 
will  also  be  colour- 
coded  so  that  their 
potential  use  can  be 
'implied'. 

The  essential  oil 
range  has  also  been 
categorised  into  five 
colour-coded  fragrance 
families:  citrus,  floral, 
spicy,  green  and 
woody.  Each  oil  will 
also  carry  a  'keyword' 
to  indicate  its  use. 
Three  ready-to-use 
blended  oils  (neroli, 
rose  and  jasmine)  and 
two  massage  base  oils 
have  also  been  added 
retailing  at  £5.99  and 
£3.49  respectively. 
English  Grains 
Healthcare. 
Tel:  01283  228300. 


Bodyform  to 
grow  the  market 

Bodyform  expects  to 
grow  the  volume  and 
value  of  the  feminine 
hygiene  sector  with 
the  introduction  of 
new  Bodyform  Ultra 
panty liners,  which 
offer  improved 
absorbency,  design 
and  shape. 

The  pantyliners  are 
manufactured  using  a 
new  faster  absorbing 
material,  which 
produces  a  drier 
surface  and  prevents 
staining.  The  new 
hour-glass  shape 
promises  a  more 
comfortable  fit  and  less 
chafing,  while  all  over 
adhesive  backing 
guarantees  the  liner 
stays  in  place. 

A  new  embossed 
pattern  on  the  top 
surface  of  the  liner  is 
not  only  attractive  to 
the  eye,  the  uneven 
surface  improves  the 
ventilation  and 
freshness.  Two  folding 
lines  in  the  pattern 
make  the  liner  fit  more 
closely  to  the  body, 
again  reducing 
chafing. 

A  Large  variant  has  j] 
been  added  to  the 
range  after  consumer 
research,  identified  a 
need  for  such  a 
product.  Three  groups  I 
of  women  wanted  a 
large  liner:  teenagers 
(13-17-year-olds)  who 
use  it  as  a  mini-towel; 
older  women  (35-55) 
who  want  it  to  be 
absorbent  for  urine 
and  discharge;  and 
women  wearing  larger 
underwear. 

The  new  Bodyform 
Ultra  pantyliner  range  | 
consists  of  Ultra 
Normal  Flat  (20,  £1.29; 
38,  £1.99);  Ultra 
Normal  Single  Wrap 
(18,  £1.29)  and  Ultra 
Large  Flat  (32,  £1.99). 
Sancella  (division  of 
SCA  Molynlycke). 
Tel:  01622  883000. 
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We 


know  customers  ca 


(IiIIk  nil, 


miserable,  funny  or  grateful,  dui  tne  one  t m t u j 
they  are  not  is  boring.  Yon  never  know  whal 
they  <ii<'  going  to  say  next.  Lasl  week  <i  man 
asked:  "Do  yon  soil  Hint  toothpaste  Hint  cleans 
tooth?"  It  turned  out  thai  he  wanted  a 
particular  dental  producl  thai  he  had  soon 
ndvortisod  on  television. 

I  have  had  quite  a  few  misunderstandings 
with  customers  over  tho  years.  A  Indy  once 
dskod  mo  tor  sonic  bcin  ioi  cream;  so  I  got  her 
sonic  contraceptive  cream  -  only  to  be  told  it 
was  for  her  hands! 

Occasionally  confusion  arises  over  product 
names.  Some  time  ago  a  customer  asked  me 
tor  some  T-gel.  I  lor  puzzled  expression  when  I 
handed  over  a  bottle  oi  shampoo  was  because 
what  she  really  wanted  was  a  tube  of  Toejel 
teething  gel. 

Fortunately  I  have  learned  to  listen  more  carefully  and  ask  the  customer 
questions  -  due  in  a  large  part  to  tho  confidence1  I  gained  Horn  doing  my 
assistant  training  course.  Recently  all  the  assistants  at  my  pharmacy  were 
delighted  to  receive  certificates  for  successfully  completing  their  training 
(  finises.  The  end  result  is  that  our  customers  are  getting  a  bolter  service. 
Some  of  them  really  welcome1  the  interest  wo  show,  but  it  won't  surprise 
you  to  learn  that  others  make1  it  very  clear  they  don't  appreciate  being 
questioned  about  their  medicines  or  ailments. 

Unfortunately,  customers  are  not  the  only  people1  who  do  not  appreciate 
our  skills.  During  the  past  few  weeks,  several  customers  have  asked  if  wo 
stock  electronic  head  lice  combs.  They  seemed  very  ke>en  on  acquiring 
them  as  the  manufacturers  claim  the  devices  can  detect  and  kill  head  lice 
without  the  use  of  chemicals.  But  our  suppliers  say  the  manufacturers  will 
only  supply  these  combs  to  large  multiples  or  superstores. 

We  were  amazed,  since  the  first  port  of  call  for  most  people  with  head 
lice  is  their  local  pharmacy.  They  come  to  us  because  they  know  we  have 
been  trained  to  deal  with  the  problem.  Is  this  another  example  of  large 
stores  trying  to  push  the  local  community  pharmacy  out?  While  these 
stores  can  supply  the  product,  their  staff  do  not  necessarily  have  the 
training  to  help  people  with  this  on-going  problem. 
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H0LLO.  WOULP  YOU   LIKE  TO 
LOOK  AT  OUR.  NEW 
SUMMER  COLOURS? 
PINK  IS  3>OtN&  TO  86 

the  New  slack 

YOU  KNOW  ! 


HMMMAAM  <  I   HAV/E  SBBN 
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